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Gladys the beautiful receptionist 
says She sees Van Munching & Co, 
will advertise an imported beer, 
and she wonders if they wouldn’t 
be even more successful promoting 
crackers or peanut brittle. 

ae F 
National Carbon is offering a 
Prestone motor oil which won’t 
need changing, and eager motor- 
ists hope it will be easier to get 
than the anti-freeze of the same 
name. , 


_ J ome 
Admen are coming out of the 
armed forces and back to the busi- 
ness in such enormous numbers 
that the editors of Standard Ad- 
vertising Register are all in a 
dither. 
+ v 
L. M. Shaw tells how an emer- 
gency supply of Smith Brothers 
cough drops enabled a minister to 
recover his voice and complete his 
sermon. This ought to be good 
for a nice schedule in the Homi- 
letic Review. 
7, YF ¥ 
Ken Laird and Art Tatham have 
formed a new advertising agency 
called Tatham-Laird, Inc., thus 
completely disregarding the advice 
of this column to establish another 
L&T. 
7 =m 
Irvin Cobb used to say that a 
Tennessean is a Kentuckian born 
away from home, and the editors 
of a distribution newsletter who 
reported that the governor of Ten- 
nessee had stopped burley tobacco 
auctions evidently agree with him. 
. = 
That nice red cover of Parade 
is reported to be one of the com- 
pelling reasOns which resulted in 
the move of your old friend Arthur 
Red Motley and his red pencil. 
= 3 

Jim Young has been named as 
he advertising man of the year, 
and readers of “The Diary of an 
Ad Man” insist that he’s the ad- 
ertising man of any year. 

, ww. 

“American Safety Razor Maps 
2,000,000 Drive,” the news story 
says. 

With that kind of advertising 
sxpenditures it ought to be able to 
‘over a lot of maps. 

: , | 


The Society of Sentinels ad- 
iressed an open letter on the sub- 
ject of labor legislation to Presi- 
lent Truman, and the only answer 
hey received was a brickbat from 
he CIO, 

D +. 3 

“Ever since childhood,” com- 
nents Commander Arthur E. Tat- 
lam, “I have loved the water. In 
0 months with the Navy, I have 
lever been aboard an armed 
fessel,.” 

Doesn’t pay for an adman to get 
hoo interested in water. 

, @ 

“Are you ashamed of your pres- 
nt letterhead?” asks Hammermill 
Bond, with the suggestion of a 
heer in its voice. 

laybe it all depends on your 
etters, 

>, FF 
_ The newsprint pinch stays until 
1948, ADVERTISING AGE reports, and 
f course the newspapers will con- 
Hnue to receive expressions of 
‘yinpathy from magazines and 
adio, 


Copy Cus. 


Chrysler Gets Set 
for Greater Sales 
in Export Field 


Will Increase Ads; 
Others Expand Plant, 
Dealer Programs 


Detroit, Jan. 24.—In line with 
what ADVERTISING AGE has learned 
will be an expanded program of 
advertising in the export field, the 
appointment of Mario Sein as as- 
sistant advertising manager of 
Chrysler Export Corporation was 
announced this week. 

Mr. Sein will assist W. B. 
Chapoton, advertising manager of 
the corporation, in promotional ac- 
tivities for all Chrysler divisions 
in world markets outside the 
United States. 

From 1925 to 1939, Mr. Sein 
was associated with the export 
department of Hudson Motor Car 
Company, where he engaged in 
advertising, sales promotion, ter- 
ritory analysis and development 
work. More recently, he served 
as chief of the WPB accounts and 
audits branch, and as a specialist 
on industrial procedures for the 
Brewster Aeronautical Corpora- 
tion, 

C. B. Thomas, president of 
Chrysler Export, also announced 
nine regional sales and service 
appointments to his staff in for- 
eign countries in preparation for 
the resumption of increased peace- 
time exports. 


Plymouths Shown Secretly 

Meanwhile, Chrysler Corpora- 
tion’s new 1946 Plymouths were 
displayed here last Friday at a 
highly secret showing for dealers 
only. Trade sources believe that 
similar displays of other Chrysler 
makes will follow in quick suc- 
cession, now that the company’s 
production situation reportedly is 
improving rapidly. These possi- 
bilities, however, hinge on settle- 
ment of the nationwide steel walk- 
out. Settlement of the glass strike 
is one highly favorable factor for 
Chrysler as well as the other motor 
manufacturers. 

Ford Motor Company, announc- 
ing that its 1946 model passenger 
car production has passed the 50,- 
000 mark, has disclosed that its 
postwar expansion program has 
been stepped up to $200,000,000. 
Henry Ford II, president, had an- 
nounced last year that the pro- 
gram would involve the spending 
of about $150,000,000. 

Construction has already started 

(Continued on Page 59) 


Are packaged ice 


cubes coming? See 
‘Private Lines,’ Page 56. 
Other features: 


ee, eee ee 12 
Admen Coming Back. 36 
Coming Conventions .. 40 
| ere 12 
Feature Page ..... 49 
Getting Personal ....... 46 
Information for Advertisers... 12 
In Washington ... 50 
Obituaries ...... ; 58 
Photographic Review ... . @ 
J. Sere _. 


Voice of the Advertiser. ... 42 


A 3-year enlistment in the Regular Army 


now entitles American young men to a 


FULL COLLEGE COURSE 


or a Business or Trade School Education 


hy Met of Congrens, benelits of the Gi Bi ol Rights are spun te every qualified 
Feeny man whe enlists ‘@ the sow Bugeier Army betore Gctuber 6 1946 


— —— 
| PAY PER MONTH 
“ENLISTED MEN 
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ms Army 


Ge tat parece cates ot the mere) & 


he Ae Grmend of Seren Forum 


(EIST WOW AT YOUR NEAREST U.S ARMY RECRUITING STATION 
( This space for local address ) 


RECRUITER—A full college course is 

the selling point in this Army recruit- 

ing ad which appeared in newspapers 

last week through N. W. Ayer & Son. 
(Story on Page 28.) 


Shortages—Not 
Strikes—Causing 
Sales, Ad Drop 


Chicago, Jan. 23.—What is the 
steel strike doing to retail adver- 
tising and department store sales? 
Although opinions as to cause are 
divided, department store execu- 
tives and retail advertising man- 
agers of newspapers are in tacit 
agreement that shoppers and re- 
tail advertisers are currently 
“apathetic.” 

Asked by ADVERTISING AGE 
whether the nationwide _ steel 

(Continued on Page 61) 


Johnson Scores Cost 


Basis in Media Claims 


Crowell-Collier 
Hires Purdy for 
‘New Publication’ 


‘Victory’ Editor 
to Explore Field 
for New Magazine 


New York, Jan. 23. — Crowell- 
Collier Publishing Company this 
week announced that it was paral- 
leling the action of its principal 
competitor — Curtis Publishing 
Company —in hiring an ex-OWI 
executive to explore the possibili- 
ties for a new magazine. 

The principal difference between 


‘the two operations seems to be 
\that Crowell-Collier’s projected 


publication will probably be an 
international magazine following 
the pattern of Victory, OWI’s pic- 
ture magazine. 

Ken Purdy, who originated the 
idea of Victory and was its editor, 
has joined the company to explore 
the possibilities for the new pub- 
lication. Ted Patrick, who went 
to Curtis last month (AA, Dec. 
24), was technically in charge of 
Victory as head of OWI’s graphic 
arts division. 

Victory was published during 
the war by Crowell-Collier in col- 

(Continued on Page 57) 


Last Minute News Flashes 


Crosby Back with Kraft Music Hall 

Chicago, Jan. 25.—John H. Platt, vice-president of Kraft Foods Com- 
pany, announced today an amicable settlement of its suit against Bing 
Crosby, filed Jan. 3, whereby the singer returns to the Kraft Music Hall 
Feb. 7. He will appear on 13 broadcasts during the spring and do two 
shows in the fall. The program will continue to feature Frank Morgan 
and Eddy Duchin. Mr. Platt said that Kraft is happy to have Bing 
back on the show. Dismissal of the suit means that after completion 
of his service with Kraft next fall, Crosby will be free to sign with any 
other sponsor. The original contract ran till 1950. 


Tatham and Laird Form New Agency 

Chicago, Jan. 25.—Comdr. Arthur E. Tatham, now on terminal leave 
from the Navy, and former vice-president of Young & Rubicam, New 
York, and Kenneth Laird, account executive of Dancer-Fitzgerald- 
Sample, Chicago, have announced formation of a new advertising 
agency, Tatham-Laird, Inc. The agency will start business in Chicago 
March 1. Mr. Tatham was formerly advertising manager of Bauer & 
Black. Mr. Laird was formerly vice-president in charge of advertis- 
ing for Dr. West’s Tooth Brush Company and later with the Chicago 


office of Y&R. 


Plymouth Doubles Comic Strip Ad Campaign 
Detroit, Jan. 25.—Plymouth division of Chrysler Corporation is 
doubling the newspaper list carrying its Chuck Carson comic strip ad- 


vertising, now going into its second year. 


the agency. 


Grant Advertising, Inc., is 


‘Vitalis Is Back,’ Bristol-Myers Proclaims 


New York, Jan. 25.—Bristol-Myers Company is breaking the news 


that “Vitalis is back” in 600-line ads in 120 newspapers. 


Insertions 


also are scheduled for February issues of Collier’s, Esquire, Liberty, 
Life, Newsweek, Time, The Saturday Evening Post and True. The 
news also is being announced on the “Duffy’s Tavern” and “Mr. Dis- 
trict Attorney” programs on NBC and the Allen Young show on ABC, 
Doherty, Clifford & Shenfield is the agency. 


Trade Development Corp. Opens Detroit Office 

Chicago, Jan. 25.—Trade Development Corporation, agency handling 
the Kaiser-Frazer and Graham-Paige Motors accounts, will open a 
Detroit office in the Dime Bank building about Feb. 1. 


(Additional News Flashes on Page 2) 


Uses NAB's Figures 
to Show ‘Higher 
Cost’ of Radio 


New York, Jan. 24.—The. at- 
tempt to convert to “families 
reached” readership figures based 
on surveys which apply to in- 
dividuals was denounced this week 
by Arno H. Johnson, director of 
media and research of J. Walter 
Thompson Company, in an inter- 
view with ADVERTISING AGE. 

Mr. Johnson referred specifically 
to a study, “How Much for How 
Many?” prepared by National As- 
sociation of Broadcasters, NBC 
and CBS (AA, Jan. 14), which 
was intended as the networks’ 
reply to “Daily Newspapers and 
Chain Radio as National Media,” 
released in 1945 by the American 
Association of Newspaper Repre- 
sentatives. 

The radio people claimed in that 
study that, per advertising dol- 
lar, radio reaches 189 families, as 
against 139 reached by major 
women’s magazines, 122 by daily 
newspapers, and 114 by four na- 
tional weeklies. 


Calls Figures Faulty 


Using NAB’s figures, but ap- 
plying a mathematical probability 
formula to convert individual rat- 
ings to family ratings, Mr. John- 
son found that radio’s cost for the 
same number of families reached 
“would be 64% higher than news- 
papers and 21% higher than 
weekly magazines.” 

“The listenership ratings, as 
quoted by NAB, cover families, 
whereas the readership ratings of 
newspapers and magazines are 
concerned with individuals,” he 


J.B. Scarborough 
Named Publisher 


of ‘American’ 


New York, Jan. 24.—J. B. Scar- 
borough, for 20 years advertising 
sales manager of American Maga- 
zine, has been appointed publisher 
by Thomas H. Beck, president of 
the Crowell-Collier Publishing 
Company. He succeeds Arthur H. 
(Red) Motley, who leaves Feb. 1 
to become president of Parade 
Publication, Inc., and publisher of 
Parade (AA, Jan. 21). 

Mr. Scarborough’s first experi- 
ence in advertising was with the 
20th Century Machinery Company 
in Chicago, and with the Chicago 
Tribune as assistant manager of 
salesmen in the classified advertis- 
ing department. 

Joining the American as a sales- 
man, he became western manager 
of the magazine’s sales staff, trans- 
ferring to New York in 1926 to be 
placed in charge of all advertising 
sales. 

J. R. (Rube) Norris, previously 
western advertising manager, has 
been named advertising sales man- 
ager of the magazine, with head- 
quarters in New York. H. Eld- 
ridge Cole of the Chicago sales 
staff has succeeded Mr. Norris as 
western manager. 


th 
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pointed out. Based on an average 
of three persons of reading age 
(10 years and over) per family, 
he has worked out a table showing 
that the cost per 1,000 families 
reached by a 650-line insertion in 
128 newspapers, instead of being 
$8.28, as calculated by NAB, is 
only $3.25. The cost per 1,000 fam- 
ilies reached by the average color 
and black and white half-page in 
Collier’s, Liberty, Life and The 
Saturday Evening Post, instead of 
being $8.75, as calculated by NAB, 
is only $4.39. Thus, the news- 
paper cost is $2.07 less and the 
weekly magazines cost 91 cents less 
per 1,000 families than the $5.30 
calculated by NAB for the aver- 
age half-hour network show. 


Employs Probability Formula 


The circulation base in families, 
as quoted by NAB, Mr. Johnson 
explained, was 28,135,000 for 
radio, 19,901,375 for the news- 
papers included, and 11,323,024 
for the four weeklies. The aver- 
age rating for radio was 10.6% 
of families, but the average rating 


for the newspapers was 16% of 
individuals and for these maga- 
zines 38% of individuals. 

Employing the probability for- 
mula in terms of families reached, 
the average newspaper ad had a 
“probable family figure” of 41%, 
or about 2% times that of in- 
dividuals, and the average weekly 
magazine ad 76% of families, or 
twice the individual figure. 


Rechecks the Figures 


NAB calculated the number of 
families reached by radio at 2,- 
982,310; by the newspapers, 3,- 
184,220, and by the weekly maga- 
zines, 4,302,750. The probability 
formula, however, boosted the 
number of families reached by the 
newspapers to 8,159,560, and by 
the weekly magazines to 8,605,- 
500. The cost for reaching these 
groups was quoted by NAB at 
$16,000, time and talent, for the 
average half-hour radio show, 
$26,377 for the newspaper inser- 
tion, and $37,750 for the maga- 
zine insertion. 

Taking Life as an example, Mr. 


Johnson pointed out that NAB 
used the figure of 3.1 persons (10 
years and over) per family as the 
average number of persons in 
reader families. Applying the fig- 
ure used by NAB that 38% note 
the average full-page ad, “it 
would indicate that in the average 
reader family, 1.18 persons could 
be expected to note the average 
ad,” he said. 


How It Works Out 


“The Life Continuing Study 
shows a total of 22,050,000 readers 
of an issue of Life. Again apply- 
ing the 38% figure to the total of 
readers would indicate a total of 
8,379,000 persons noting the aver- 
age full-page ad. Since the av- 
erage reader family would have 
1.18 persons noting, then there 
would have to be a total of 7,- 
110,000 noting families in which 
one Or more persons (averaging 
1.18) noted the average full-page 
ad.” Using NAB’s figures of space 
cost per page and 10% production 
cost, Mr. Johnson found that “this 
would give a cost of $2.10 per 
1,000 families noting, instead of 


In the 33 Rich Counties 
Surounding the Heart of 
Hoosierdom .. . The NEWS Alone 
Does the Job! 


THE INDIANAPOLIS NEWS 


Tue Guat Hoosier Dally, 4blone, Does the Newspaper Job — 


NEW YORK 17 — Don A. Corroll, 110 E 42nd St. 
INDIANAPOUS 6 —— J. F. Breeze, Bus. Mgr. 


CHICAGO 11 — J. E Lutz, Tribune Tower 
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Last Minute News Flashes 
Rep. Rankin Leads Fight Against Census Studies 


Washington, Jan. 25.—Advocates of the Census Bureau’s revamped 
program face a House census committee revolt sparked by Rep. John 
Rankin (D., Miss.) who vows to fight sample surveys which would 
put the bureau “in the guessing game.” With the committee agreeing 
to hear additional witnesses, the situation was partially restored by 
Otis T. Wings, son of a former Arkansas Congressman and president of 
Surveys, Inc., New York, who presented a detailed explanation of the 
sampling techniques used in market research. 


Carrier Corporation Schedules Magazine Series 

Syracuse, N. Y., Jan. 25.— Carrier Corporation will use two-color 
page ads in late February issues of Business Week, Newsweek, The 
Saturday Evening Post and Time for the first of a series of ads pro- 
moting air conditioners for home and office. N. W. Ayer & Son, Phila- 
delphia, is the agency. 


Stromberg-Carlson Readies Extensive Ad Drive 
Rochester, N. Y., Jan. 25.—Stromberg-Carlson Company is prepar- 
ing an expanded campaign to reach its peak in about two months 
when full production is reached on its radio receivers. Magazines 
scheduled include American Magazine, House Beautiful, Life, National 
Geographic Magazine, The New Yorker and The Saturday Evening 
Post, supplemented by copy in 85 newspapers. The cooperative pro- 
gram with about 5,000 dealers has been revised so that more direct 
control over copy is centered with the company and McCann-Erickson, 
Inc., ‘New York, the agency. 


G. Washington Coffee Ups Ad Budget 200°, 

Morris Plains, N. J., Jan. 25.—G. Washington Coffee Refining Com- 
pany, division of American Home Foods, is increasing its 1946 ad 
budget by more than 200% over 1945. G. Washington coffee will be 
promoted on 80 stations in 19 markets with testimonial-type one-min- 
ute spot announcements and participations, starting in New York 
Jan. 28. Newspapers will be used in a few markets and copy is sched- 
uled for February issues of national magazines. Ruthrauff & Ryan, 
New York, is the agency. 


$5.55. 

“I would not be willing to accept 
this figure either, but I think there 
is more reason to apply the 38% 
noting to the individuals of the 
average reader family than there 
is to assume that in 38% of the 
families every person over 10, or 
100%, will see a particular ad, 
while in the remaining 62% of 
the reader families no one will see 
the ad. We know that averages 
just don’t work that way. It is 
highly improbable that the 8,379,- 
000 persons noting the average 
full-page Life ad would all be 
concentrated in 38% of the 
reader families, or in 2,700,000 
families. But the true figure would 
be closer to the 7,110,000 than to 
the 2,700,000 families. 


Answer Is In Between 


“NAB’s method of applying the 
38% to arrive at a cost of $5.55 
per 1,000 gives the maximum and 
most improbable figure for Life, 
whereas the other method of ap- 
plying the 38% would give the 
minimum figure of $2.10. The true 
figure is somewhere between, with 
the lower being the result of what 
would seem to be the soundest ap- 
plication of percentages.” 

Mr. Johnson showed how the 
formula of probability can be ap- 
plied. “If one had a large bag of 
marbles in which 38% were white 
and 62% were black, mixed them 
thoroughly and took out three at 
a time, the formula would deter- 
mine the number of groups having 
one or two or three or no white 
marbles. Application of it would 
give the following breakdown of 
families according to the number 
of individuals in the family who 
could be expected to note the av- 
erage full-page ad if 38% of all 
individuals noted the ad: 5.49% 
of families would have three per- 
sons noting; 26.86%, two persons 
noting; 43.82%, one person noting. 
Thus, 76.17% of families would 
have one or more persons noting, 
and 23.83% would have no person 
noting.” 


cept the point that a person seeing 
and associating an ad with its 
product or sponsor is comparable 
in impression value to a person 
who listens in at some point of a 
radio program, even though he 
may not hear the commercial. 

“I question how far we on the 
advertising buying side should go 
in preparing or supporting com- 
parisons between major media 
based on figures so open to argu- 
ment. Would it not be worth 
while for newspapers, magazines 
and radio to get together in a 
common research project —say, 
through the Advertising Research 
Foundation—developed on a com- 
mon basis of comparison?” 


Named ABC Directors 


Justin W. Dart, Robert E. Kint- 
ner and Robert H. Hinckley have 
been named members of the 
American Broadcasting Company’s 
board of directors. 

Mr. Dart, president and director 
of United Drug, Inc., is also a di- 
rector of United Air Lines. Mr. 
Kintner is vice-president in charge 
of public relations for ABC. Mr. 
Hinckley, now U. S. director o/ 
contract settlement, formerly was 
chairman of the Civil Aeronautics 
Authority and assistant Secretary 
of Commerce. . 


To Cramer-Krasselt 


Gerald R. Holtz, formerly in 
charge of advertising for Ladish 
Drop Forge Company, has joined 
Cramer-Krasselt Company, Mi!- 
a agency, as account execu- 

ve. 


@ Please help avoid the 
hoarding or waste of 


Too Much Projection 


Newspapers, magazines and 
radio all have been guilty of 
“promiscuous projections” of 
sample figures, Mr. Johnson em- 
phasized. “Even when one is will- 
ing to accept the projection of 
the Starch magazine figures from 
a small base of a few hundred 
interviews to a national total, or 
the projection of CAB or Hooper 
figures based on telephone homes 
in a few cities to a national total, 


THE MARTIN CANTINE COMPA 


the burden of proof of ‘costs’ rests ‘ 


SAUGERTIES, N. Y. | 


on the medium. 
“Also, advertisers and space 


and time buyers are asked to ac- 
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ped INSTITUTIONS CATALOG DIRECTORY has been in the planning stage for YEARS. 


“> Announced last month by the publishers of INSTITUTIONS Magazine, this new Catalog -_ i me 
re Directory has been developed by an organization with a record of over 56 years of suc- et 
ne cessful catalog and business paper publishing. ee 
t of F a 
the cs : ; - a 

The jal. ae renee ee 

oo (he ek” For many months, a large, experienced pro- - 

lla- 


‘j The 
Piety DIRECTORY 
: Products used in 

he following types of 
Institutions: 
* Hotes 
* Hospitais 
. *cHoots 
ESTAURANTS 
* Py 
a “i 'NSTITUTIONS 


Mr. Page Size: 7"x 10" 


It's NEW... 


THE ONLY CATALOG DIRECTORY SERVING 
ALL SEGMENTS OF THE INSTITUTIONAL FIELD 


Designed to serve all types of institutions, INSTITUTIONS CATALOG 
DIRECTORY will contain five sections: |. Manufacturers’ Catalog Section in 
which leading manufacturers will display their products for quick reference. 
2. Classified Directory Section. Generously cross-indexed, this section will list 
the manufacturers and their products used & all types of institutions. 3. Trade 
Name Section. The Trade Names used by manufacturers will be listed for in- 
stant reference as buyers are constantly trying to purchase items by trade 
names only. 4. Reference Data Section. Contains codes, charts and other ref- 
erence data used daily. 5. Name and Address Section. Complete names and 
street addresses of thousands of manufacturers whose products are classified 
in Section 2. 


! { . consult Your A DVERTISING a o 
INSTITUTIONS MAGAZINE CATALOG DIRECTORY 


«900 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS  — 


duction and compiling staff has been entirely 
engaged in consolidating the effort of years 
of close relation with all types of products 
used throughout the various institutions. 


to be 


TL ISHED 
SOON F 


The final indexing and classifying of thousands of 
products and manufacturers will be completed 
soon. Scheduled for publication in the near future, 
INSTITUTIONS CATALOG DIRECTORY will fill a 
long-felt need for a complete, centralized refer- 
ence source for product information among the 
buyers throughout the institutional field. 


For years, the ever-increasing demand by these buyers for a 
ONE-VOLUME source of product information has been so in- 
sistent that it has resulted in the publishing of INSTITUTIONS 
CATALOG DIRECTORY. This comprehensive Catalog Di- 
rectory will bridge the gap which existed between manufac- 
turers and buyers of all types of products required in the 
operation of institutions. It provides the manufacturer with 
an ideal opportunity to place complete purchasing and speci- 
fying data in one, convenient, easy-to-use form which will be 
kept on the desks of all important buying factors in the field. 
The circulation of this comprehensive Catalog Directory will 
parallel closely that of INSTITUTIONS Magazine. 


A limited number of pages in the first annual edition is being 
made available to manufacturers and processors. Write for 
advertising rates and other specifications . . . or consult your 
advertising agency. 


TO BE DISTRIBUTED 
TO BUYERS IN THESE 
INSTITUTIONS 


® Hotels 

® Hospitals 

® Schools and Colleges 
® Industrial Cafeterias 
® Railway Systems 

© Motels 

® Restaurants 

® Air Lines 

© Office Buildings 

® Clubs 

® Jobbers, Dealers 

® YMCA's and YWCA's 
® Steamship Lines 

® Public Institutions 
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Publishers Hit 
by No-Overtime 
Rule in Chicago 


Chicago, Jan. 23.—Publishers of 
magazines, catalogs and house or- 
gans here, who suffered consider- 
ably last October from a strike by 
typographical union members, are 
still suffering from the effects of 
the strike. The catalogs of the 
large mail order houses are just 
now coming out, delayed two 
weeks, and publishers of weeklies 
and monthlies report continuing 
difficulty in getting their publica- 
tions out on time. 

The current difficulty, attrib- 
utable to the wage increase which 
the striking composing room 
workers won last fall, is charac- 
terized, oddly enough, by an un- 
fortunate wave of illness affecting 
paper cutters and other printing 


house employes. Members of the 
pressmen’s, binders’ and cutters’ 
unions currently are at logger- 
heads with the employers over a 
wage increase, They refuse to 
work overtime, and an extraordi- 
nary number are failing to show 
up for work every other day or so 
because of “illness.” 


Earlier Deadlines Required 


A few magazine publishers re- 
port inability to meet datelines so 
far, as a result of the dispute, al- 
though most are now publishing 
full issues, while the no-overtime 
rule has forced some weeklies to 
an earlier deadline. Negotiations 
are apparently at a standstill, and 
it is reported that the interna- 
tional executives of the unions in- 
volved oppose the slow-down 
ordered by local officers, so that 
an intra-union dispute must also 
be ironed out. 

The Graphic Arts Association of 
Illinois, meanwhile, has obtained 
government approval of a veterans 
training plan providing for “G.I. 
Bill of Rights” aid to apprentices 
to train in offset, flatbed, bindery 
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IMPORTANT A Letter to the President 
To Gas Customers of the United States 
of the 
Public Service Company 
of Northern Illinois 


PUBLIC SERVICE COMPANY OF NORTHERN ILUNQES 


United States Steel Corporation 


STRIKE REPERCUSSIONS—The CIO 


steel workers’ walkout brought quick action on these newspaper ads last week. In 
one full-page message in 500 dailies and 1,500 weekly papers, U. S. Steel's President Fairless explains the company's refusal 


of the Truman proposal. 


Advertising Age, January 28, 194¢ 
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Your Gas Supply Affected | 
by Inactive Steel Mills 


‘To Consumers of Gas | 


supplied by THE PEOPLES GAS LIGH' 
AND COKE COMPANY 
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and other printing work. The as-| apprenticeship under the program, 
sociation reports it is “swamped” |but comparatively few are being 
in shops because long- 


by veterans who want to begin! placed 


To Help 


You 


Chart 


Those New 
Export 


Markets... 


Bis year at this time, B.P.I.C. produces a very popular eight- 
page booklet called the “Export Sales Quota Chart”. 


For planning quotas . . . listing pertinent facts about your overseas 
distributors, basis of sale, etc... .and for quick and easy compari- 
sons between last year’s and current year’s export sales, this Chart 
has become the daily work sheet of the Export Executive, and found 


extremely useful. 


Copies are available to you, without charge. 
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Business Pupiisners INTERNATIONAL CorPORATION 


[Affiliated with MeGraw-Hill Publishing Co., Inc., and Chilton Co. (ine.)] 


330 WEST 42nd STREET, NEW YORK 18, N.Y. 
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standing union ratios—generally 
specifying that only one appren- 
tice can be trained for every 1 
workers—have not been changediil 
and will not be until the pay dis. 
putes are settled. 


DAILIES STRIKEBOUND 
Chicago, Jan. 23.—The  con- 
certed national effort of the Inter. 
national Typographical Union to 
obtain wage increases for its mem- 
bers, begun last fall in Birming-#y 
ham, Ala.; Terre Haute, Ind.; Sani 
Antonio and other cities, currently 
is resulting in strikes against 
newspapers in Cleveland, &. 
Petersburg, Fla., Trenton, N. J, 
and a number of smaller cities. 
Settlement was recently reached 
between local printer unions and 
publishers of the Seattle Post- 
Intelligencer, Star and Times and 
the Times of Portsmouth, O. 
The Cleveland News, Plain 
Dealer and Press are still dead- 
locked with printers over a $14.64 
wage demand, and have published 
no issues since Jan. 4. Full edi- 
torial staffs are continuing on the 
job. In St. Petersburg, the Eve- 
ning Independent and _ Times, 
strike-bound since November, con- 
tinue to publish photo-engraved 
editions and have begun to adver- 
tise for compositors. The Trenton 
Evening Times and Sunday Times- 
Advertiser, hit by a strike Jan. 11, 
have continued printing by using 
engravings of typewritten copy. 


Court Rules for Carlson 


. . *. 7 . ’ . 

in ‘Guiding Light’ Suit Tall 
The Illinois Supreme Court last Thi 

week ruled that Emmons Carlson, uM 

NBC central division promoting Inst 

and advertising director, is half- ; 

owner and should share profits in aga 


“The Guiding Light,” a General Stu 
Mills show on NBC since 1937. 


Irna Phillips, writer of the shov, bea 
had agreed to collaborate on the rets 
show in 1936 with Mr. Carlson, the To} 
court found. ‘ 
The ruling forces Miss Phillips Thi 
to submit an accounting of al DR 
profits in the program, and de- PU 
clares Mr. Carlson has been a half- tho 
owner since 1937 and will share 
in future profits. So far, the show thr 
is said to have netted Miss Phillips pes 
a profit of more than $500,000. Re; 
ee 
Kelly Joins Hickerson 1.1 
William S. Kelly Jr., formerly cal 
with Compton Advertising, New Th 
York, has joined J. M. Hickerson, abc 
Inc., New York, in charge of d 
media. ri 
— 2. 
AUTHORITY aa 
ties 
Staff writers for American Restaurant M Sol 
zine are the industry's outstanding auther 
... Leonore D, Freeman, quantity food sty 3. 
Jessie’ Alice Cline, practical menu pla 


Charles Wagner, kitchen engineer, and pf 
others. Your advertising surrounded by ’ 
authority shares their prestige, gains b s 
Write for details of merchandi 


faster. 
service. 
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jere’s the One Trade Publication That Over 60,000 of 
“America’s Drug Store Product Distributors Consult More 


using 
py. 7 
: than 6,000,000 Times a Month! 
n ; 
t Talk about readership! Talk about long life for your ad! and how much it costs—gives him the addresses of all manufac- 
Foe This is most certainly NOT a “single exposure” publication! posit ral that he can quickly get information or supplies for 
oting Instead, here is where your ad is read again, and again, and yet ‘ ; . 
bell again. . . ad . . . 4, Through the Pharmacists Reference Section, the Drug Topics 
Cll Stir the utnsinesbink dhatcaats of tha bedk shove. That ae0r Red Book provides scientific tables, charts, formulae and legal infor- 
1937, : tiga ’ mation invaluable to the practicing apothecary and constantly used. 
how beaten-up, tattered and grimy volume saw service in a New York 
» the retail drug store. And sheer service wore it out. That copy of Drug ” ad - 
1, the Topics Red Book was consulted 29,200 times last year. If you want your sales message 
illips This is only one proof, among the thousands at our disposal, that to be constantly before America’s 
f all DRUG TOPICS RED BOOK IS THE HARDEST -WORKING — os 7. = want to CARRIES A GREATER 
bev PUBLICATION YOU CAN BUY. Drug Topics Red Book is used make a continuous lasting impres- 
ee thousands of times daily by 60,000 drug store product distributors sion on them all, let Drug Topics NUMBER OF ADS THAN 
show throughout America. It is as vital to them as their mortar and Red Book get behind the counter ANY OTHER PRICE BOOK 
illips pestle. No wonder it is looked at 6,000,000 times a month! and go to work for you. You'll SERVING THE DRUG FIELD 
, find that your ad in this indispen- 

Read these facts: sable reference book will be the 

1. The druggist refers to the Drug Topics Red Book when customers hardest-working the longest-lived 
aerly call on him for products which he does not regularly carry in stock. ad you can buy. 
sNee These calls are innumerable, since the average druggist has only _ ee r 
a about 8,000 items on his shelves whereas approximately 115,000 NOTE: Make sure that Your ad 

drug store items are more or less in common demand. will be read again and again by 


these 60,000 drug store product 


ant 2. The druggist uses the Drug Topics Red Book daily in his work listributors ‘Senegpee, peice 
Y with physicians. When doctors ask for facts about ethical special- vation NOW — the. 1946-1947 

ties, the Drug Topics Red Book provides the technical information edition of Drug Topics Red Beek 
sought. 330 W. 42nd St., New York 18, 


3. The Drug Topics Red Book tells the druggist who makes what New York. 
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Mansfield Tire Expands 
Sales, Service Forces 


As part of its postwar expansion 
program, Mansfield Tire & Rubber 
Company, Mansfield, O., has named 
Edward E. Stevens, recently re- 
leased from the Navy, as assistant 
general sales manager. S. E. Shep- 
ard, previously sales manager of 
Raybestos division of Raybestos- 
Manhattan, Bridgeport, Conn., has 
been appointed director of mer- 
chandising. 

The company also has added 
nine new special truck tire sales 
representatives to its staff. 


Named Media Head 


Frank Minehan, formerly media 
director of Lever Bros. Company, 
has been named head of the media 
department of Pedlar & Ryan, 
New York. 


| 


FAWCETT, ‘NEW YORKER’ FIGURES WRONG 


All of the 1945-44 annual advertising linage figures for Fawcett 
publications, included in the tabulation appearing on Page 42 of 
the Jan. 21 issue of ADVERTISING AGE, were incorrect, because of a 
reporting error in the Fawcett organization which AA compilers 
should have caught, but didn’t. 

The New Yorker also reported slightly incorrect figures to AA, 
which it now wishes to correct. The correct figures for these 


publications are as follows, all but The New Yorker being Faw- 
cett publications. 


1945 1944 

Pages Lines Pages Lines 
True Confessions ............ 789.4 338,637 694.4 297,904 
3s eee ae eee 767.5 329,264 696.2 298,702 
Po Re 810.8 347,865 719.8 308,788 
*Fawcett Comics Group ...... 468.0 176,904 545.4 206,199 
TORT @ WOMB. 6. sccescccess 214.5 92,047 142.0 60,929 
MS kx Rete a me WeWe « oes 6's Cadets. 384.0 164,741 140.4 60,234 
Mechanix Illustrated ......... 720.2 161,333 632.4 141,666 
ee TOR TOCMOP 6c ccc scscves 2,591.9. 1,111,945 2,473.7 1,061,217 


*Consists of eight books. 


Gahagan, Turnbull 
Form Packaged 
Goods Agency 


New York, Jan. 22.— Henry R. 
Turnbull, who resigned recently 
as chairman of the plan board of 
Duane Jones Company, and An- 
drew J. Gahagan, formerly presi- 
dent of Beryllium Corporation, 
have formed Gahagan, Turnbull 
& Co., Inc., an advertising agency, 
at 247 Park Ave. here. 

The new agency will specialize 
in food and drug accounts, Mr. 
Turnbull said, but the first three 
on its list are in other fields: James 
Talcott, Inc., New York, factors; 
O. H. Dugan Company, Boston, 
baby shoes, and American Soil 


ae 
ke 
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| was fascinated with a quick-change artist 


There he was in uniform, big as life. I 
blinked my eyes and the uniform had 
turned into a chalk-stripe suit. The ser- 
vice ribbons had moved up to make a 
splashy necktie at his throat. The old 
grin was back in its regular place. 


The boys are getting back. That 
means a lot of important things, 
but we want to narrow it to peace- 
time commerce, with emphasis on 
Philadelphia, third city of the 


United States. > 


Many thousands have already 
picked up where they left off or 
started anew in this city. More are 
returning every day. Most of them 
are married or soon will be. Homes, 
families, children, stability in a city 
already known for these things. Im- 
portant new activity in a popula- 
tion that stands now at 3.844,960.* 

What do you have to offer this 
vast and growing market? It is an 
important place to ery your wares. 


Philadelphia is a market easy to 


in excess 
largest in the evening field. It goes 
home in this city of homes—helps 
Philadelphians decide what to buy. 


reach, for 4 out of 5 families daily 
read one newspaper — use it as a 
shopping guide. That newspaper 
is The Evening Bulletin. It has a 
circulation 


of 600,000. 


* Phuladelpnia and its natural trading area. 


In Philadelphia— nearly everybody reads 


The Bulletin 


Advertising Age, January 28, 194 


Products Company, fertilizer, Ney 
York. 

Mr. Turnbull has been witj 
Duane Jones Company, Maxon 
Inc., and the former Blacket 
Sample-Hummert agency. He ha 
handled such accounts as Agp 
coffee, B. T. Babbitt, Inc., Hecke 
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PRINCIPALS—Henry R. Turnbull, left, 

and Andrew J. Gahagan have organ. 

ized Gahagan, Turnbull & Co. in New 

York, to specialize on food and drug 
accounts. 


Products, Grocery Store Products 
Company, Tetley tea and the Men. 
nen Company. 

Mr. Gahagan was formerly in 
the export and import business 
with W. R. Grace & Co. in the Far 
East and South America, then with 
Ford Motor Company in variou; 
capacities, and later president of 
Crown Lock Company and Mitchel] 
Specialty Company. He estab- 
lished the Beryllium Corporation 
in 1929. 

The two partners first met dur- 
ing the 1944 presidential campaign 
when Mr. Turnbull was on leave 
of absence from Duane Jones 
Company to act as radio director 
of the Republican National Com- 
mittee. They intend to “pioneer 
in auditing all phases of advertis- 
ing on a continuous basis, which 
will enable us to render to clients 
an advertising profit or loss state- 
ment as simple and easy to under- 
stand as a bank statement.” 


RCA Victor Ups Cathcart 


to Division Ad Manager 


J. David Cathcart, formerly as- 
sistant director of RCA Victor's 
market research department, Cam- 
den, N. J., has been promoted to 
advertising manager of the RCA 
Victor home instrument division, 
succeeding Thomas J. Bernard, 
who has been appointed to the 
company’s public relations divi- 
sion for work on special assign- 
ments. 

Before joining RCA Victor, M: 
Cathcart served in various adver- 
tising and sales capacities with 
N. W. Ayer & Son, in Philadelphia 
and Chicago; Al Paul Lefton Com- 
pany, Philadelphia; Sterling Prod- 
ucts International, Newark, ané 
WDEL, Wilmington. 


‘Journal of Commerce’ 


Names Publisher 
Bernard J. Ridder, secretary 0! 
Ridder Publications, Inc., New 


York, except for three and a hal 
years’ duty with the Marines, a: 
been named publisher of the New 
York Journal of Commerce and 
Eric Ridder, recently released from 
the Marines, has been appoin‘ed 
general manager. 

Joseph E. Ridder, who has been 
serving as both publisher 
president, will continue in 
latter capacity and as pres! 
of Ridder Publications. 


DONT MUTHATE 
YOUR MAGAZ/ 


When business papers and generdl 
magazines come into your orgoniza 
tion don’t cut them up. Route them ' 
all departments and then use ou 
service to handle your clipping wor: 
Booklet No. 20, “How Business Use* 

Clippings” tells how we do it. 


BACON’S CLIPPING BUREAU! 


OSES? ae caves Ae wacsZINES | 


221 N. LASALLE ST. CHICAGO 1, .1tG 
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tate Eitective with the April 7th issue 
This Week Magazine will revert to its 


art 
# pre-war 850-line® page. 
x This means not only a better-looking 
& magazine, but a page size that can take 
. the same copy as other leading national 
= magazines. 

And it also means that the paper sit- 
‘ uation is looking up. We hope conditions 


a | will soon allow us to offer these ‘“‘pre-war 
from , pages” in unlimited quantity. 


E THIS WEEK MAGAZINE J. 
4 


Type size: 10” x 124%” | +, 
(170 li. x 5 cols.) | 
Page size: 1034” x 1358” x 
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Record Fund Asked 


for Postwar Work 
of Commerce Units 


Truman Budget Sets 
$165,000,000 as 
’ Sum Necessary 


Washington, Jan. 23.—Postwar 
plans for the Department of Com- 
merce won a substantial footing 
this week with the Presidential 
recommendation of a 75% increase 
in the department’s budget over 
funds for the current fiscal year. 

While Secretary Wallace must 
still push a series of enabling bills, 
as well as the $165,000,000 appro- 
priation through Congress, grow- 
ing realization of the need for a 
well-rounded program to aid busi- 
ness is easing the task. 

During the week Under Secre- 


tary Alfred Schindler obtained 
strong sympathy from the House 
small business committee for the 
program now being completed to 
integrate management-aid func- 
tions of the Smaller War Plants 
Corporation into the department. 


Hearings to Start 


Late this week representatives 
of marketing organizations and 
business groups were to testify in 
support of the revamped census 
programs, providing for simulta- 
neous studies of business and man- 
ufacturers every five years. 

In his budget message Monday, 
President Truman called for the 
largest Commerce appropriation in 
history, covering virtually every- 
thing that Secretary Wallace has 
been asking. 

Appearing before the small busi- 
ness committee the following day, 
the secretary confirmed that he 
expects to provide the same kind 
of service for business that he 
built up for the farmer when he 
was Secretary of Agriculture. 

In agriculture, he says, the gov- 
ernment has been supplying nec- 


essary information and technical 
services to meet the needs of a 
very large group of small business 
men—the operators of family 
farms. 


Wallace Outlines Program 


The program, as he sees it, 
shapes up this way: 

1. To have the best business 
information and consulting serv- 
ices in the world. The small busi- 
ness man should be able to go to 
the department and find out at 
least a good part of what he wants 
to know about the business out- 
look, potential industrial and con- 
sumer markets at home and 
abroad, and the special position 
of his particular industry, busi- 
ness or region; 

2. A program of scientific and 
technical services that should en- 
able the small business man who 
cannot afford any expensive scien- 
tific or engineering staff or lab- 
oratory facilities to compete on 
a more equal basis with larger 
corporate enterprises; 

3. To serve as a central point 
in the government to which the 


small business men can refer for 
assistance in relations with various 
government agencies whether they 
have problems on taxation, finance, 
unfair competition, foreign trade, 
subcontracting or temporary war- 
time controls. 


Seeks Three Assistants 


To put his program in opera- 
tion, Mr. Wallace is currently try- 
ing to pry out of the Senate com- 
merce committee a bill providing 
for three new Assistant Secre- 
taries of Commerce, who will head 
up, respectively, work on foreign 
trade, domestic trade and small 
business. He is also hammering 
at the Fullbright bill establishing 
an office of technical services in 
the department to handle research 
projects. 

In addition, an enabling measure 
is soon to be reported by the 
House census committee modern- 
izing the census programs and 
building up the current business 
information program. Of over- 
riding interest, of course, are the 
1947 budget hearings, to get under 
way before the House appropria- 


We're trying to act our ages 


It's a little difficult, 


sometimes. On the one hand, 


we pride ourselves on being a young, frisky net- 
work that puts all the energy and enthusiasm of 
youth into everything it does. On the other hand, 


we're still sporting the long beard of experience 


we grew during the years when our’network was 


known as “The Blue.” 


As names go, ABC is America’s youngest 


major broadcasting company. Yet WJZ, our key 


station in New York, 


broadcasting itself — 


is practically as old as radio 
and our nearly 200 afhliates 


from coast to coast are rich in experience, too. 


We're trying to act both our ages, so that the 
people we do business with can get the combined 
benefits of seasoned radio experience and the 
willingness of youth to go out and do a job. 

Our plans for the future are ambitious. We 
expect to do big things.in radio and television. But 
our greatest ambition is to keep all the good 
friends we made in the past—to enjoy the same 
pleasant dealings we’ve had with the hundreds 


of time-buyers, musicians, artists, salesmen and 
engineers who first got to know us as “The Blue” 
and who assisted in our rebirth as ABC. 


American Broadcasting Company 


A Ni 


rWwORK OF 195 RADIO 


STATIONS SERVING 


AMERICA 


tions committee this weekend. 

With ordinary government ex- 
pense up $7 billion over the pre- 
war budget, Congress will un- 
doubtedly be economy minded. 
Whether the Commerce Depart- 
ment will be able to push through 
its program remains in doubt, even 
though the new budget is stil] 
dwarfed by the $784,000,000 rec. 
ommended for general and special 
accounts of the Department of 
Agriculture, an increase of more 
than $100,000,000 over the cur- 
rent year. 


Will Drop One Bureau 


In recent weeks, Mr. Wallace 
has moved resolutely ahead on the 
revamping of his department, re- 
aligning the operations of the Bu- 
reau of Foreign and Domestic 
Commerce in a temporary adjust- 
ment preceding liquidation of that 
familiar organization as soon as 
statutory authority is obtained. 

During the week the depart- 
ment absorbed 14 area offices of 
the Smaller .War Plants Corpora- 
tion and announced plans for en- 
larging its field service so that 
the Commerce Department will 
have outlets in 75 cities, compared 
with 26 at present. Everett L. 
Stancliff, former Los Angeles 
business consultant, is to head up 
the office of field operations. 

With these field contacts 
equipped to work with business 
men in their own areas, the central 
organization in Washington is to 
have an office of international 
trade, an office of domestic com- 
merce and an office of small busi- 
ness to develop and promote the 
basic economic data collected by 
the department. 

Brig. Gen. Albert K. Browning 
has been brought in to direct the 
office of domestic commerce and 
Arthur Paul the office of interna- 
tional trade. Basic economic ma- 
terial will continue to be collected 
by an office of business economics 
under Dr. Amos E. Taylor. 


Dell Modern Group Plans 


New Rate Cards in July 

The Dell Modern Group, includ- 
ing Modern Screen, Modern Ro- 
mances and Screen Romances, will 
issue new rate cards with July 
issues, based on a 2,400,000 circu- 
lation, a 20% imcrease above the 
present guarantee. 

With a reduction on the base 
rate, the increase per page is 8% 
for the group. Corresponding in- 
creases have been made in the 
three individual magazines com- 
prising the group. 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 


Showing Name—Date 
—Circulation of Pub- 


lication 
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NOTE :—“No, this is not a big city department store, but the show room of Long-Bell Lumber Company, Longview, Washington 


~Yes, 25,000 New Retail Outlets for Everything 
from a Flashlight to a Fly-swatter 


What! Merchandise fly-swatters, flashlights, 
and a thousand-and-one other housewares 


products and appliances through a “lumber 
yard’? 


Exactly! In fact, that is just what plenty of 
smart manufacturers are starting to do right 
now. 


It is one of the most amazing of all the stories 
to come out of postwar reconversion, and it 
spotlights the tremendous shifts and trends in 


America’s changing postwar distribution pic- 
ture, 


We have been following this one trend for 
years. We fostered it, long before World War II 
Was even underway. 


You see, lumber and building material dealers 
no longer handle merely the products their 

ame implies. They no longer limit their stocks 
to lumber, wallboard, roofing and siding, insu- 
lation, and other typical building products. 


Like the modern postwar drug store, these 
dealers now handle hundreds of other items 
too—because they have found that they can 
se!l these other items like hot-cakes. 


We made a nationwide survey, to find out just 
what they have been doing. 


We found that today, these so-called “lumber and 
building material dealers” are actually one-stop, 
cash-and-carry, over-the-counter retail outlets for 
“'most everything used to build and equip a home. 


te 


And here is the top set of facts our survey un- 
covered: Exactly 17,150 of these dealers plan 
to spend $124,887,560 to remodel or build new 
yards, stores or offices, containing beautiful, 
modern display rooms worthy of any depart- 
ment store. THEY ARE GOING TO SELL 
ELECTRIC APPLIANCES, RADIOS, 
ELECTRICAL SUPPLIES, LINOLEUM, 
TOOLS, AND A HOST OF HOUSEWARES 
LINES THEY NEVER HANDLED BE- 
FORE. AND GET THIS: ELECTRIC 
HOME APPLIANCES HEAD THE LIST. 


* * * 


To the new, beautifully planned showrooms 
of these lumber and building material dealers 
will come the fastest-buying home-owners in 
America—with the ready money and the state- 
of-mind to equip their postwar homes with 
everything new—or to completely renovate, 
from top to bottom, the homes they already 


own. “ ‘ . 


Remember, the lumber and building material 
dealer gets the new home or remodeling pros- 
pect FIRST. He’s in on the ground floor of the 
sales. 


Building Suppty 


(Also publishers of Practical Builder) 


(population 12,000), a reader of BUILDING SUPPLY NEWS.” 


IS YOUR PRODUCT LISTED HERE? CHECK BELOW: 


ELECTRICAL APPLIANCES 


O Fans 

QO Sun Lamps 

O Heating Devices 
© Electric Heaters 


LAMP DEPARTMENT 


O Wire Goods 
O Screens 
O Ventilators 
© Enclosures 
O Awnings 


MAJOR APPLIANCES 


(gas, electric and coal, etc.) 
O Lighting Fixtures 


O Vacuum Cleaners 


C) Washing Machines 
FLOOR COVERINGS O Ironing Machines home laundry 
O Linoleum O Dryers ) 
C) Hard Surface Linoleum O Refrigerators 
O) Freezers 
©) Oil Burners 
HOUSEWARES DEPARTMENT © Portable and installation type Air 
- Conditioning Units 
O Kitchen Cabinets O Electric Cooking Ranges 
() Unpainted Furniture © Gas Ranges 
O Unpainted Book Shelves © Gas Water Heaters 
OO Cedar Chests 


QO Bathroom Fixtures 
O Paints and Brushes 


WALLPAPER 


59 East Van Buren Street, Chicago 5, Ill. 


Among America’s leading lumber and building 
material dealers, Building Supply News is first 
in advertising volume, editorial influence, and 
leadership. 


Circulation is 12,255 ABC, each a lumber and 
building material dealer—74% of whom are 
located in towns of less than 25,000 population. 


What’s more, these primary dealer-readers 
route their copies to key employees, for a total 
of 33,088 extra readers per month. 


Yet a 12-page black-and-white program in 
Building Supply News still costs only $2,280. 
Little enough to get your product displayed and 
sold in the fastest-selling retail 

outlets America has ever seen. 
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Bureau of Census 
Will Aid Business 
with Yearly Sample 


AAMA Conference Told 
of Varied Methods 
to Pay Salesmen 


New York, Jan. 22.—In recogni- 
tion of business’ need for popula- 
tion estimates of the size of con- 
sumer markets, which ordinarily 


next decennial census in April, 
1950, the Bureau of the Census, 
Department of Commerce, has been 
granted funds by Congress to con- 
duct a sample census in November, 


1946, Dr. Philip M. Hauser, assist- | 


ant director of the bureau, told the 
American Management Associa- 
tion’s marketing conference here 
last week. 

Primary purpose of such a cen- 
sus, Dr. Hauser said, will be ‘to 
provide estimates of the total pop- 
ulation of the states, cities having 
100,000 or more inhabitants and 
their metropolitan areas, and ur- 
ban and rural territory,” as well 
as giving information on individual 
characteristics of these various 
areas. 


Sample Surveys Possible 


Business will be able to use this 
census in two ways, he pointed 
out. Besides using the informa- 
tion “as is,” companies can base 
market surveys on “quota samples”’ 
from the census, and should be 
able also “to conduct supplemen- 
tary sample surveys of their own 
at much lower cost and with 
greatly improved results” for mar- 
keting use. 

At the AMA’s 1945 marketing 


| Manager 


conference, G. <A. Rebensburg, 
of the commercial re- 
search division of Edison General 
Electric Appliance Company, Chi- 
cago, spoke of a plan his company 
was preparing to develop a na- 
tional dealer organization. At this 
year’s meeting, Mr. Rebensburg 
outlined the case history of how 
that plan was carried out. 
Discovering that 90% of the 
sales volume came from less than 
3,500 dealers, even though the 
company listed more than 8,000 


|'Hotpoint dealers before the war, 


the commercial research division 
set out to remedy a condition 
whereby the majority of dealers 


'sold less than an average of one 
|}appliance per month. 
would not be available until the} 


Key Accounts Sought 


Edison G-E informed its field 
sales managers that their own and 
the company’s wholesale distribu- 
tors’ efforts must be directed to 
126 key centers in the United 
States, found to represent 75% of 
their national market in an analysis 
by Hearst Magazines’ marketing 
division. The managers were told 
to obtain “one or more key ac- 
counts in each key trading center, 
supporting dealers in each key 
center, and supplementary dealers 
in the 608 trading areas” Hearst 
had enumerated. 

Next, Edison G-E developed the 


Hotpoint dealer appointment rec- 
jord card, Mr. Rebensburg said. 
| Distributors received and recorded 
|cards covering full information on 
|every dealer. The cards were then 
|returned to the company, showing 
“every retail account franchised 
by our distributors throughout the 
United States, whether they be 
large key accounts in the principal 
trading area or a small general 
store in a rural community.” 
International Business Machines 
Corporation’s tabulating machines 
handle monthly national sales anal- 
yses for Edison G-E and, coordi- 
nated with the record cards, pro- 


in Bank 


"+ EAGLE- 


WARD-GRIFFITH CO. 


Lawrence, 
and Worsted Textile Industry in America, 
is 
EAGLE-TRIBUNE (82% home delivered 
and read in 95 out of 100 homes). Aver- 
age 
35,000. 


— ae hundreds of national advertisers 


$138,846, 364.69 


Deposits 


. . « this high total, tabulated in the fall of 1945, reveals a 
141/,°/, gain over 1944 deposits in commercial, savings and 
co-operative banks of Lawrence's ABC City Zone. 
evidence of the tremendous 
Greater Lawrence! 


Further 
buying power centered within 


the Capital of the Woolen 


best reached through the daily 


net paid circulation (ABC) over 


TRIBUNE 


_ LAWRENCE, MASSACHUSETTS — 


- NATIONAL 


REPR eseutarives, 


vide information each month on 
“how Hotpoint stood sales-wise by 
dealers and by wholesale areas,” 
useful both to the company and 
its field) organization. 


Bonus Plan Described 


Don G. Mitchell, vice-president 
in charge of sales, Sylvania Elec- 
tric Products, Inc., described, a 
new system of bonus payments for 
Sylvania salesmen, by which any 
salesman can potentially increase 
his earnings by as much as 20% if 
he does a good job. 

“The bonus program is an- 
nounced just as close to the first 
of the month as is practical,” Mr. 
Mitchell said. “Incentives for 
that particular month are set up 
on the basis of the product or 
problem which needs our specific 
attention at that particular mo- 
ment. For example, the bonus 
might be paid one month for open- 
ing new accounts; in another 
month it might be paid on the 
basis of attainment of some per- 
centage of quota on a particular 
product .. .” such as incandescent 
lamp orders or more fluorescent 


fixture orders. 

Harrison A. Roddick, partner of 
McKinsey & Co., New York, ex- 
plained a _ three-way salesman 
compensation plan his company 
had evolved. Each salesman is 
paid a base salary based on such 
factors as potential and actual im- 
portance of the territory from a 
volume standpoint; relative cost 
of living, and the type and caliber 
of salesman required. 

McKinsey salesmen also receive 
a commission on each dollar of 
sales turned in, and as added in- 
centive, a yearly bonus is paid, 
consisting of a “fund” or “pool” 
in which all salesmen participate, 
the fund being divided among 
them in accordance with perform- 
ance. 


Simpson to JWT 

Robert Simpson, formerly mili- 
tary and diplomatic correspondent 
in Washington for Reuters of Lon- 
don, has joined the international 
department of J. Walter Thomp- 
son Company, New York, as a 
member of the Bombay staff. He 
will leave for India next month. 
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Industry Outlines Job 
Opportunities for Vets 


Job opportunities for the war 
veteran are set forth in a new 12- 
page booklet recently publisheg 
by the Air Conditioning and Re- 
frigerating Machinery Association, 
Washington, D. C. 

Prepared by Henry J. Kaufman 
& Associates, Washington agency, 
the booklet is being distributed 
nationally through veterans’ or 
ganizations, manufacturers, re- 
habilitation centers, schools and 
other educational sources. 


Quaker Names Agency 


Quaker Mfg. Company, Chicago 
oil burner manufacturer, has ap- 
pointed Cruttenden & Eger, Chi- 
cago, as its agency. Business paver, 


consumer cooperative and direct 


mail advertising will be used. 


Joins Heckethorn 

Stan Johnson, for the past year 
advertising and publicity manager 
of Continental Air Lines, Denver, 
has joined Heckethorn Mfg. & 
Supply Company, Littleton, Col., 
as manager of the newly-created 
advertising department. 
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|Expands Art Activities 


Garfield & Guild, Advertising, 
San Francisco, has expanded its 
art department and has named 
Dan Bonfigli, who has operated 
his own art agency for the past 
year and a half, as director. Edith 
Rooke continues as assistant art 
director. Dan McFadden, recently 
released from the Army, has joined 
the department. 


Arizona Editors Elect 


Clayton A. Smith, editor of the 
Epitaph, Tombstone, Ariz., was 
elected president for 1946 of the 
Arizona Newspaper Association, 
which held its annual meeting at 
Phoenix, Jan. 12. Mr. Smith, re- 
cently returned from service as a 
Navy lieutenant, succeeds Wil- 
liam M. Ryan, editor of the News, 
Glendale, Ariz. 


Sells Share in KROW 


Philip G. Lasky, vice-president 
of KROW, Oakland, Cal., has sold 
his stock interest in the corpora- 
tion to Sheldon F. Sackett and has 
resigned as general manager. Mr. 
Lasky and Mr. Sackett were the 
sole stockholders of KROW, Inc. 


Ohio Court Upholds 
Car Card Contract 


The Ohio Supreme Court on 
Jan. 16 sustained a contract be- 
tween the Cleveland transit sys- 
tem and Mitchell, McCandless & 
Klaus, car card advertising com- 
pany, in a suit which charged that 
the contract was invalid because it 
was reached without formal com- | 
petitive bidding. 

The lawsuit was instigated, ac- 
cording to the Cleveland com- 


pany, by National Transitads, Chi- | has 


cago, which sought to obtain the 
advertising privileges in competi- 
tion with Mitchell, McCandless & 
Klaus. It is said to have been the 
first attempt in the history of 
municipal transit operation and 
car card operations that such a 
contract, drawn up without com- 
petitive bidding, has been at- 
tacked. A lower court had held 
that the pact was a personal serv- 
ice contract. 


To Sutherland-Abbott 


Sutherland-Abbott, Boston, has 
been named to handle the adver- 
tising of Sturtevant Mill Company, 
Dorchester, Mass. 


Petroleum Jobbers 
Fight FTC Order 


in Detroit Case 


Washington, Jan. 22.—The Fed- 
eral Trade Commission’s recent 
order forbidding Standard Oil 
|Company of Indiana to sell to 
| Detroit jobber- retailers at “tank 
car price’ (AA Oct. 29, Sec. 1) 
brought a protecting brief 
from the National Council of Inde- 
pendent Petroleum Associations. 

The council, representing two 
thirds of the nation’s independent 
petroleum marketers, asserts that 
the FTC order threatens to “de- 
stroy the legitimate marketing 
structure by which petroleum 
products are distributed and to im- 
peril the existence of jobbers who 
perform a recognized and neces- 
sary function.” The FTC order, 
not yet in effect, held that Stand- 
ard violated the Robinson-Patman 
Act by selling gasoline to four De- 
troit jobbers at tank-car prices, 
although all the jobbers sold at re- 


11 


|tail and one sold only at retail. | tions Standard’s right to offer tank 


Similar cases are pending against | 
Shell, Texas and Gulf. 


Most Sell at Retail 

The council’s brief points out 
that although petroleum jobbers 
originally sold only at wholesale, 
in most areas today jobbers sell at 
retail, having “by evolution ac- 
quired retail outlets’ to insure 
markets and to compete with the 
large integrated or semi-integrated 
companies. If the FTC’s definition 
of a jobber obtains, the brief as- 
serts, jobbers will need to reor- 
ganize their operations, and ulti- 
mately the public will have to pay 
higher prices. 

The brief says that the Clayton 
Act does not prohibit price differ- 
entials based on differences in 
functional character of services 
performed by different classes of 
purchasers. The brief suggests 
that if the order is upheld, a job- 
ber can avoid its implications by 
confining his purchases and sales 
to his own state. 

The brief also inquires whether 


the FTC order, as written, ques- 


POUUUTES BIG H4/ 


Business will make a lot of hay while the sales sun is 


shining on the field of goods-starved Americans. The 


companies who put away the most hay in the months 


ahead will be those who use the big lift that advertis- 


ing can give them. It’s a big year for advertising, and 


printed matter will perform a vital part, just as it al- 


ways has. Carrying millions of messages to the folks who 


have money to spend, will be Champion coated and un- 


coated grades for letterpress and offset, business papers, 


papeteries, envelope and tablet writings, and specialties. 


- CANTON, N. C.. 
CLEVELAND + BOSTON - 


os Coat Viper AND FIBRE COMPANY...HAMILTON, OHIO 


Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
bonds, envelope papers, tablet writing and papeteries . . 
MILLS AT HAMILTON, OHIO.. 
NEW YORK + CHICAGO + PHILADELPHIA - 


. 2,000,000 pounds a day 


- HOUSTON, TEXAS 
ST. LOUIS - 


CINCINNATI + ATLANTA 


car prices to jobbers who will re- 
sell at dealer tank wagon prices 
to retailers where the jobbers’ re- 
|tail customers compete with Stand- 
ard dealers, and asks for clari- 
fication of the point. 


NPA Plans Special 
Meeting Feb. 18 


William B. Warner, president of 
the National Publishers Associa- 
tion, has announced that members 
will hold a special meeting in New 
York Feb. 18 at association offices, 
232 Madison Ave. 

Members will be asked to ap- 
prove amendments to the associa- 
tion’s certificate of incorporation, 
changing the number of directors 
to a stated minimum of 15 and a 
maximum of 30; to ratify new 
by-laws adopted by the board of 
directors, and to act on the resig- 
nation of certain directors and 
election or reelection of directors 
made necessary by the proposed 
change in the by-laws. 


High Court to Hear 


Can Anti-Trust Case 


The U. S. Supreme Court next 
Tuesday will hear argument on a 
case involving a charge by Bruce’s 
Juices, Inc., Tampa, Fla., fruit 
juice processor, that the Ameri- 
can Can Company violated the 
Robinson-Patman Act by selling 
cans to Bruce’s Juices at prices 
higher than to other large canners. 
American Can sued Bruce’s Juices 
for payment of cans purchased and 
won the suit in lower courts. 

Bruce’s appeal is made on the 
basis that American Can violated 
anti-trust statutes by basing dis- 
counts to large customers on their 
aggregate purchases for several 
plants, and that it should have 
based prices on orders from single 
plants. 


Funkhouser Moves Office 


Justin Funkhouser & Associates, 
Baltimore, has moved to larger 


quarters at 2605 O’Sullivan build- 
ing. 


AUDIT BUREAU of 
CIRCULATIONS Report 


shows the IRON MOUN- 
TAIN-KINGSFORD 
(Michigan) City Zone 
population as 


18,907 


Are you considering 
these correct population 
figures when making up 
your advertising pro- 
gram? 


The Iron Mountain News 
should be on every ad- 
vertiser's Michigan Upper 


Peninsula List. 


For information contact 


SCHEERER & CO. 
er ee ne 


ap <5 


| Member of the Association 


American 
of Newspaper Representatives 
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Agencies Are Small Businesses 


Publication in last week’s issue 
of the second annual ADVERTISING 
AcE tabulation of the billings of 
the “giant” advertising agencies— 
those with annual billings of $10,- 
000,000 or more—may cause some 
readers to ponder on the size being 
attained by some organizations in 
this field. 

To us, however, publication of 
the tabulation, even though it 
shows one agency approaching the 
$80,000,000 mark in billings, serves 
as a reminder of the fact that the 
advertising agency business is es- 
sentially a small business. Even 
an unprecedentedly large annual 
billing of $80,000,000 represents 
gross sales for the agency, based 
on the 15% commission, of about 
$12,000,000. 

It is difficult to think of any line 
of business in the United States 
in which the leading firm has gross 
sales of only $12,000,000, so it be- 
comes immediately apparent that 
billings figures, even when they 
get up into substantial millions, 
account for operations which the 
ordinary citizen might not de- 
scribe as “small business,” but 
which by the same token can 


Big Sellers Feel Their Oats 


From the beginnings of history, 
man’s basic problem has been to 
produce more goods and services, 
so that he might enjoy a fuller, 
richer life with a lessened expen- 
diture of energy. He made little 
progress along this road until a 
hundred years or so ago, with the 
development of technology and 
mass production, and since that 
time the producer of goods has 
held the center of the stage. 

But in the 


20th century, pro- 
duction has made _ such rapid| 
strides that in this country at} 
least, the tremendous productive 
capacity developed during World| 
War II would seem, finally and 
ultimately, to have shifted the 
balance of economic power from 
the producer of goods to the seller 
of goods. No longer is production 
(always barring work stoppages, 
of course) a major difficulty. To 
all intents and purposes, we can 
now produce anything we want 
to produce in any desired quan- 
tity. The big problem is to sell| 
and distribute the things our fac- 
tories and farms are so easily 


capable of producing. 
In an age of abundance, as we 


—Rand McNally € Co. 


"Somebody's strong in that territory—and it isn't us!" 


scarcely be considered “big busi- 
ness.” 

To carry the point one step fur- 
ther, it should be pointed out that 
there are about 1,700 advertising 
agencies in this country, and prob- 
ably not more than 150 of this 
total have annual billings of as 
much as a million dollars. 

This does not worry us; on the 
contrary, we believe it to be a 
healthy and fortunate circum- 
stance, and one which augurs well 
for the future of the advertising 
business. Advertising agencies are 
in the largest sense personal serv- 
ice organizations, which means 
that they must be essentially small 
and personal to render the best 
service to their clients. When they 
have grown big, as in the case of 
the “giants” to whom we have re- 
ferred, they have maintained the 
essential personal relationship with 
their clients either by having a 
handful of large clients, or by suc- 
cessfully decentralizing their op- 
erations so that each client con- 
tinues to get personal, individual 
attention, bolstered by the over- 
all resources of the “parent” or- 
ganization. 


Aerial Advertisers 

Most advertisers find sky-writ- 
ing a bit on the expensive side, 
but a subscriber to AA came up 
with a new idea, recently, which 
should prove cheap and fairly 
profitable for interested com- 
panies. Frank J. Huebel, Planet 
Specialties Corporation, Baltimore, 
is planning to manufacture metal 
frame kites of aluminum alloy 
paper, 30 inches long, at 12 cents 
apiece, and he is wondering “if 
some automotive, aircraft, bus 
transportation, train, railroad, etc. 
might be interested in advertising 
their product on the face of this 
kite?” 

He breaks down this probable 
interest into those who might want 
to “purchase the kite outright to 
give away to the trade” to intro- 
duce a new product or advertise 
established ones. Or those whose 
products appeal to ages using the 
kites, paying for promotion on this 
“good grade of paper.” 


‘Little Guy’ Saga 

In all the discussion about vet- 
erans in advertising, very little is 
said about the “little guys,” vet- 
erans who aren’t looking for a 
soft berth with a big agency or a 
big corporation or a big network 
but are interested in setting up 
their own business in their own 
home town—and don’t mind doing 
it the hard way. 

A little item in the Evening 
News, Paterson, N. J., on Jan. 4, 
told of the filing of incorporation 
papers organizing ‘Force, Inc., 
Advertising Counselors.” The two 
principal stockholders are Harold 
Glazer and Lewis A. Wolff, both 
recently discharged veterans. 

Their stories are typical. In 
1939, Glazer and Wolff, just out 
of college, took inventory of their 
talents and decided that adver- 
tising was their field. Instead of 
taking a one-hour trip to New 
York City and making the rounds 
of the big agencies, they formed 
Associated Merchandising Service, 
|rented office space, and started to 
work. Wolff was a good salesman 
and contact man, Glazer a good 
lain Unien tilin: uenkal ” | writer with a natural flair for 
while they take over the merchan-| .ommercial art and an active, 
dising and selling operations and | original imagination. They got a 
intrench their position with the | few retail accounts, did a better- 
| ultimate consumer, The manufac- |than-average job on newspaper 
turer who wants to continue to|copy, direct mail and point-of- 
control the sales and distribution | Sale, and by 1941 were beginning 
of his product will have to battle | make headway. 
| Then the war 


have previously pointed out, most 
things are sold, rather than bought. 
And it follows logically that in 
such an economy the initiative 
rests with the man or the organi- 
zation with ability to sell in large 
quantities, to create additional 
shades of desire on the part of 
ultimate consumers, and to fathom 
and cater to the public’s wants. 

These circumstances indicate 
that we are about to witness one 
of the most exciting wars of at- 
trition which the business world 
has ever seen—a war between big 
| producers and big sellers, for ulti- 
saan control of the keys to the 
public’s purse. 

Large-scale merchandisers, and| 
combinations of smaller ones, will 
strive mightily to push the manu- 
facturer further and further into| 
manufacturing corner, | 


a purely 


intervened and 
Messrs. Glazer and Wolff went to 
In the Army, both had a 


| more and more vigorously for pub- 


lic favor. | war. 


chance to think and study. They 
got ideas beyond those of doing 
a routine job servicing retail ac- 
counts. In a world dominated by 
force of arms, they saw advertis- 
ing in a new perspective as a 
social force of another kind—the 
force of ideas. When they came 
back, Force, Inc., a new adver- 
tising agency, was formed. 

“Northern New Jersey,” said 
Mr. Glazer, “is full of small, 
dynamic industries of all kinds. 
We are going to try to give them 
a service that goes beyond routine, 
that includes public relations, 
labor relations, business consulta- 
tion, and many other related serv- 
ices. Advertising today is much 
more than preparing and placing 
copy and selling gadgets.” 

The going hasn’t been easy: 
“We can no longer rent space for 
$15 a month, can’t equip an office 
with good furniture at next to 
nothing, can’t hire artists for an 
inartistic figure any more. The 
blues song on Main Street today 
is ‘I Can’t Get Goods.’ We have 
several accounts lined up who are 
holding off their promotional ac- 
tivities until they get something 
to sell.” 

In the meantime, Glazer is de- 
signing stationery, preparing pres- 
entations, writing copy, and occa- 
sionally sleeping. Wolff is out 
making contacts and lining up ac- 
counts. 

And in thousands of other small 
cities and towns, thousands of 
other “little guys” are organizing 
their own versions of Force, Inc., 
and listening to the merchants’ 
blues songs on their own Main 
Street. 


Jottings 

Smart WDNC, Durham, N. C.,, 
having just received a CBS check 
for $1,000 for the best news- 
paper promotion during 1945, 
sends a facsimile of the check to 
its advertisers, saying that the 
contest winnings will be added to 
its listener-promotion budget dur- 
ing 1946... 
| Worried lest the impending tele- 
phone strike in New York will 
|make it difficult or impossible for 
|advertisers to get their copy to its 
| plant in lower Manhattan, the New 
York World Telegram a couple of 
weeks ago notified advertisers of 
the establishment of two uptown 
pick-up points, one at 110 W. 34th 
St. and the other at 230 Park Ave., 
with hourly shuttle service be- 
tween these points and the plant 
at 125 Barclay St. 
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The following documents may 
be secured without charge from 
companies sponsoring them, or, 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St, 
Chicago 11, Il. 


No. 2604. How to Step Up Reader 
Interest in Ads to Power Plant 
Engineers. 

Based on 319 plant calls in 28 
industries, this report, issued by 
Power Plant Engineering, tells 
how to dig up helpful sales and 
service data, and suggests seven 
ways to gear ads to the needs of 
power engineers. An organization 
chart shows operating and main- 
tenance functions of a typical plant 
engineering department. 


No. 2605. Facts About Your Glam- 
our Market. 


This report of a subscriber sur- 
vey, issued by Glamour, tells prac- 
tically all about readers of this 
magazine—ages, education and oc- 
cupations, incomes, recreations, 
ownership of automobiles, what is 
spent for clothes and cosmetics— 
and so on. Features of the maga- 
zine found especially interesting 
are tabulated. 


No. 2606. Some F. & F. About M.G. 


M.G. stands for Metropolitan 
Group, and this booklet gives facts 
and figures, amusingly illustrated, 
about the readership, circulation 
and markets covered by the colored 
comic sections of 46 Sunday news- 
papers of the U. S. 


No. 2575. Twenty Years... and 
What They Have Meant in 
Newspaper Development. 

Improvements over the past 20 
years in news services, features, 
comics, photos by radio, mechan- 
ical facilities and other facets of 
newspaper service are described, 
with illustrations, in this booklet 

issued by the Toledo Blade. A 

graph and tabulation show the 

circulation trend of dailies in the 

U. S., 1920-1944. 


No. 2582. Unlocking the Power 
of the Universe. 


The Knoxville News - Sentinel! 
has issued this folder, which re- 
ports, particularly, on the Oak 
Ridge Project to show how the 
business indexes of Knoxville 
have skyrocketed in the past two 
years due to the spending power 
of the 75,000 inhabitants of the 
atomic power center. Other pic- 
tures and figures in the folder de- 
scribe the industrial prosperity 
brought to the area by the TVA, 
and the city’s standing as a tour- 
ist center. 


No. 2585. Who Reads 
Magazine? 

This report, issued by Harper's 
Magazine, shows a cross section 
of the magazine’s subscribers 
what kind of people they are from 
the standpoint of income levels 
and occupations. The study als 
indicates what influence Harper's 
has on its readers with relation ‘o 
other publications in the same 
general field. 


No. 2598. Readership Study. 


What management reads is in- 
dicated in this survey made fv! 
the Chicago Journal of Commerce 
among management executives 
Illinois, Indiana, Iowa, Michiga®, 
Minnesota, Missouri and Wis- 


Harper's 


consin. The brochure shows which 
publications are read regularly for 
business news, and features read 
regularly by readers of the Chi- 
cago Journal of Commerce, and 
provides an analysis of the indus- 
trial area served by the paper. 
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=: | Each member of our staff is well trained in his individual specialty but it’s the perfect cooperation between [i 
y : 

fo these various specialists that makes CM & H printing plates the year in and year out choice if 


of many leading agencies and manufacturers from one end of the US A to the other. 


Collins, Miller & Hutchings Chicago Photo-engravers 


207 NORTH MICHIGAN AVENUE - CHICAGO, ILLINOIS 
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Four to Michel-Cather 


Michel-Cather, New York 
agency, has added four members 
to its staff: J. Lloyd Handy, ac- 
count executive; Harold Breitner 
and Frederick D. Plumb, copy- 
writers, and Wyman M. Fitz, as- 
sistant to the president. 


Joins Vincent Edwards 


Charles W. Morrill has joined 
the staff of Vincent Edwards & Co., 
New York and Chicago, as execu- 
tive representative of Shoe Manu- 
facturer. 


Appoints Thompson V.P. 


T. Harry Thompson, formerly 
associated with N. W. Ayer & Son 
for 18 years and more recently 
copy director of Gray & Rogers, 
Philadelphia, has been appointed 
vice-president and director of copy 
of Lamb, Smith & Keen, Philadel- 
phia. 


Appoints Walter Elly 


Walter C. Elly, New York, has 
been appointed eastern advertis- 
ing representative of Western Ski- 
ing, West Los Angeles. 


Harty Advanced 


Harold A. Harty, a member of 
the advertising staff of the Wolver- 
ine Tube division of Calumet & 
Hecla Consolidated Copper Com- 
pany, Detroit, has been appointed 
advertising manager of the divi- 
sion, 


To Russell T. Gray 


Russell T. Gray, Inc., Chicago, 
has been appointed advertising 
and sales promotion consultant for 
Wallace Supplies Mfg. Company, 
Chicago. 


Three to Sidener 


Sidener & Van Riper, Indian- 
apolis agency, has been appointed 
to handle the advertising of Sis- 
son Automatic Choke division of 
Pierce Governor Company, An- 
derson, Ind., Gunning, Inc., Frank- 
fort, Ind., and Bearn Chemical 
Products, Indianapolis. 


Stetford Names Agency 
Schacter, Fain & Lent, New 
York, has been appointed to han- 
dle the advertising of Stetford 
Company, toy manufacturer. 


"Over 100 years ago — in 1842 — a horse 
was stolen from a Prairie Farmer sub- 
scriber living near Clinton, 


in DeWitt 


County, Illinois. The subscriber wrote 


the editor of Prairie Farmer, 


describing 


the stolen animal. Prairie Farmer's 
editor published the facts and 30 days 
later the horse was found in Stephenson 


County, 


Illinois. 


Prairie Farmer Protec— 


tive Union files show this kind of serv— 


ice to subscribers, 


now over a century 


old, has never stopped. On the contrary, 
Prairie Farmer-—WLS is more alert to 


“Time hallows every good deed” 


a a 


President, Prairie Farmer and WLS 


This 100-year-old 


‘their’? paper and station. This 


serve 'Lincoln Land’ folks today than 
ever —— and this will always be true." 
—- B.D.B. 
Hane 
service to subscribers has no equal! 
fp STORY, taken from our files, gives an insight into the 
services that have built the confidence of Prairie Farmer 
readers and WLS listeners in ‘ 
Where 14,000,000 


People Mean Business 


confidence has endured through generation after generation 


because this service of help has constantly expanded. Since that 


day in 1842, thousands of cases, big and small, covering almost 


uel 
uel 


BURRIDGE D. BUTLER, President 


ARMER 


CHICAGO 


every possible human need, have had our help, swiftly and 
without stint. Prairie Farmer-WLS readers and listeners be- 
lieve in us. Such confidence is priceless, measured in enduring 
results—priceless to every advertiser with a worthy product. 


HALT 


Used as a TEAM they PENETRATE DEEPER | 
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New York Senator 
Urges State Bill 
to Ban Road Ads 


Albany, Jan. 22.—A highway 
advertising control program for 
New York State, introduced in the 
legislature here by Sen. Thomas C. 
Desmond, won immediate reaction 
from local advertising men, who 
see it as an instrument to regulate 
all advertising. 

An explanation of provisions in 
the bill was given last week by 
William Davidson, secretary io 
Senator Desmond, before the A\- 
bany Advertising Club. The ad- 
men immediately branded it cen- 
sorious, declaring, “It may possibly 
lead to licensing of all advertisers, 
If you can regulate one, you can 
regulate them all.” 

The first bill would prohibit the 
erection of outdoor posters and 
bulletins along the $200,000,000 
New York-Buffalo highway, which 
is to be started this spring. Al! 
commercial enterprises along this 
multi-lane route will be banned, 
it is said. 

Would Be Licensed 


A second measure empower: 
cities, villages and counties to re- 
strict outdoor advertising on “‘sce- 
nic highways.” The third calls for 
outdoor advertisers to be licensed 
by the state superintendent of 
public works. Individual board: 
would require permits, as well as 
a fee of one and a half cents pe 
square foot. No boards would be 
permitted within 150 feet of high- 
way intersections, within 500 feet 
of state parks, parkways or “sce- 
nic highways” nor would posters 
in series be allowed. 

The fourth bill establishes “strip 
zoning,” with protective _ strips 
from 500 to 1,000 feet on each side 
of the highway, to be divided int 
commercial and noncommercial 
districts, with setback provisions. 

In introducing the bills, Senator 
Desmond, wealthy, retired engi- 
neer, said, “This program is not 
intended to destroy, nor to dis- 
criminate against the billboard in- 
dustry. It regulates billboards in 
the public interest by safeguarding 
the scenic and tourist values of 
New York State.” 


Fry Named KBON V.P. 


Paul R. Fry, general manager 
of KBON, Omaha, owned by In- 
land Broadcasting Company, has 
been elected vice-president and 
director of the station. 

At the same time, it was an- 
nounced that the company has 
filed applications with the FCC in 
Washington for purchase of KORN, 
Fremont, Neb., and for construc- 
tion of a new local station at 
Lincoln, Neb. 


Names New York Agency 


Pacific Northern Airlines, An- 
chorage, Alaska, formerly known 
as Woodley Airways, has named 
Dorland International-Pettingell & 
Fenton, New York, to handle its 
advertising. Plans include advertis- 
ing in newspapers and magazines 
of Alaska and the United States, 
promoting the 21-plane service be- 
tween principal Alaskan cities. 


“Yeah—but yuh ain’t back 
on WEDF Flint—yet!” 
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| double significance for advertisers 
d in- 
ds in 
. 
hs 4 + R ' CG B () hy 1 5 Macfadden is pouring its tremendous resources 
Y i oe 

hon . into the race for circulation. Sales and editorial, 
C in MONTH Est. Net Paid Est. Bonus 
ruc JANUARY 2,945,310 695.310 plus every pound of paper we can buy, are in 
* FEBRUARY 3,578,640 1,328,640 there pitching. 
0 MARCH 3,979,850 1,325,850 In sizing up the competitive situation for 1946, 
a Group guarantee 2,250,000 and no rate increase astute advertisers will weigh bonus circulation and 
ate ee ene ee ere Pen relative gains in the field to determine “best buy” 
a Here is an exceptional advertising value in a 

year of big values. 
{ 7 REACH YOUNGER WOMEN WITH WOMEN’S GROUPS 
/ i 
‘| Mactadden W | 
‘| Macfadden Women’s Group & 


— TRUE ROMANCES e TRUE EXPERIENCES e TRUE LOVE ¢ RADIO MIRROR ¢ PHOTOPLAY 
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Berkeley Blades 
to Spend $500,000 


Consolidated Razor Blade Com- 
pany, Jersey City, N. J., will spend 
approximately $500,000 in adver- 


prox’ ver-| U.S. Radio Show 
tising in 1946. About 200 dailies 


will be used to promote Berkeley| New York, Jan. 22.—The little 
blades in what the company de-|house at 79 Wistful Vista is still 
scribes as its most extensive cam-|the most popular in the land and 
em ho oo gs oo a 2 its occupants, Fibber McGee and 
radio program will also be used. mee : 
Grey Advertising Company has Molly, are the nation’s leading 
the account. radio performers, according to 
Radio Daily’s ninth annual poll. 
The program, sponsored on NBC 


‘Fibber & Molly’ 
Again Named Top 


by S. C. Johnson & Son, Racine, 
Wis., for its wax polishes, and 
handled by Needham, Louis & 
Brorby, Chicago, was voted the 
nation’s No. 1 commercial program 
of 1945. Approximately 1,100 edi- 
tors and writers were called on to 
make selections in 26 categories of 


The HOMEMAKER 
is Growing! 


The pocket-size service magazine 
that's rapidly becoming a favorite 
with American women! 


1745 Broadway New York 19 


programming. 

Bob Hope again was given the 
nod as the favorite comedian, and 
Bing Crosby was chosen favorite 
male singer of popular songs. 


Holt Heads FC&B Unit 


Harold Holt, recently with King 
Features Syndicate, New York, has 
joined Foote, Cone & Belding, New 
York, as manager of the motion 
picture department, eastern divi- 
sion. At King Features, Mr. Holt 
was executive editor and’ general 
manager of an affiliate company 
and later served as sales promo- 
tion manager. 


Buffington Named 


A. J. Buffington, formerly in the 
Chicago office of Farm Journal, has 
joined the Detroit staff of Hearst 
Advertising Service. 


Victor Gies Directs 
Mars Sales, Advertising 


In an article in the Jan. 14 issue 
of ADVERTISING AGE, news of the 
appointment of Victor H. Gies as 
director of sales and advertising of 
Mars, Inc., candy manufacturer, 
was published in such a manner 
that some readers gathered the im- 
pression that Mr. Gies was retir- 
ing. He has just assumed the sales 
and advertising directorship in the 
reorganization following the death 
of Mrs. E. V. Mars, and has no in- 
tention of retiring. 


Appoints Ellis 


Super Edge Products Company, 
Erie, Pa., manufacturer of Super 
Edge knife sharpeners, has ap- 
pointed Ellis Advertising Com- 
pany, Buffalo, N. Y., to handle its 
advertising and publicity. 


How to be a 


PICTURE PRODUCER 


in F easy lessons 


eitiaiiademeinecemaiiaait 


For Spot Movies you must accurately deter- 
mine consumer preference, market data and 
trends. This is a pre-requisite for successful 


screen selling. So, *phone United-MPA. Their 
Research Service is at your disposal.* 


5 REASONS WHY 
UNITED-MPA FILMS ARE UNBEATABLE! 


1. No “waste circulation."" You choose your 


PRODUCTION 


You want Hollywood-trained 
PRODUCTION experts, 
equipment and methods. So, 
*phone United-MPA for produc- 
tion help on entertaining and 
convincing Spot Movies.* 


modern 


United-MPA. 


*K 


SCREENING 


You don’t have to coax as many thea- 
tres as possible to run your film. ’Phone 


SCRIPT WRITING 


‘ou must embody in your script 
creative conception, 
methods and Hollywood technique. 
So, phone United-MPA. They have 
the “know-how” that gets results... 
every time.* 


proven sales 


They can screen your 
films in up to 11,000 theatres... for 
national, sectional or local “test” cov- 


come — social strata. 


tures. 


audience. You choose your customers. 


2. Universal appeal transcends age — in- 


3. They ALL get it. Everybody sees ... hears 


SPOKEN WORD of radio. The PRINTED 
WORD of newspapers and circulars. And 
the DRAMATIC ACTION of motion pic- 


OVER 30 YEARS OF PLANNING, 
PRODUCING AND PLACING SPOT 
MOVIE ADVERTISING IN THEATRES 
THROUGHOUT THE UNITED STATES. 


. remembers your film. 8 
4. They get it ALL. All your message... not f 
just part of a headline. vena A 
5. Your message has a 3-way PUNCH. The e008! 


picTuRE ADV 
peoeee ast 


cule 


UNITED FILM SERVICE, INC. 
333 North Michigan Avenue 
Chicago 1, Ill. 


ee eccccccececsccccncag 
a6 
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UNITED - MPA 


ERTISING 
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aead 


erage...atsurprisingly low cost.Screen- 
ing where and when you want it.* 


eas ty 4 
8&a - 


7 MOTION PICTURE ADVERTISING 


SERVICE CO., INC. 


70 East 45th Street, New York 17, N. Y. 


PE co ee EES Aya a ee 


Advertising Age, January 28, 1946 


Tracy-Locke Tells 
Plan for Housing 


Dallas, Jan. 22. —_ Raymond 
Locke, president, Tracy - Locke 
Company, has submitted to the 
Dallas Chamber of Commerce a 
revolutionary plan worked out by 
the agency to solve this city’s 
acute housing problem. Civic lead- 
ers, several large contractors and 
bankers, in initial comment, have 
generally endorsed the plan as 
practical. 

As drawn up by Dan Gillean, 
Randall Brooks and Mr. Locke of 
the agency, the plan would pro- 
vide for construction of at least 
1,000 homes by mass-production 
methods, at a cost of from $1,500 
to $3,000 each, including cost of 
the lot. Although the homes would 
vary somewhat in size, in order to 
avoid “regimented” appearance, 
differences would be only super- 
ficial and low cost could be 
achieved through mass production, 
Mr. Locke believes. 

Most unusual feature of the plan 
is provision that the homes be of 
small studio type, erected on the 
back part of 150-foot-deep lots, 
for ultimate conversion to garages 
and use as servants’ quarters at a 
time when the owners are able to 
build large, conventional - type 
homes. 

He suggests that the project be 
publicized in newspapers here and 
“followed up with a straightfor- 
ward selling advertisement giv- 
ing all details and carrying a 
coupon asking for firm orders.” 
By this means, he asserts, easily 
1,000 orders could be taken for 
houses and lots at an average of 
$2,250 each, before work would 
begin. 

The plan was submitted by Mr. 
Locke without expectation of re- 
muneration, 


Lubet Named A.M. 


Herman N. Lubet, for the past 
three years advertising manager of 
Lane Bryant, New York, women’s 
apparel, has joined Fada Radio & 
Electric Company, Long Island 
City, as advertising manager. He 
was formerly account executive 
with Peck Advertising Agency, 
New York, for eight years, han- 
dling the Zenith account, and be- 
fore that with Bloomingdale Bros., 
New York department store. 


Company Moves Offices 


Gassaway, Mark & Co. has 
moved to larger quarters at 90 
Wall St., New York. 


NOW IS THE TIME 
TO ENTER THE 
CANADIAN MARKET 


On the eve of a great expansion, 
the Canadian market offers rich 
and rewarding opportunities to 
any manufacturer whose product 
is properly merchandised in the 
Dominion. 


If you desire to enter this profit- 
able market, get in touch with us 
now. This is a young and aggres- 
sive organization with excellent 
Canadian connections and capital. 


This organization is willing to 
represent your product in any in- 
dividual province or region but 
complete Canadian coverage is pre- 
ferred. We are also prepared to 
consider manufacturing in_ this 
country, should this be a require- 
ment, 


If your product is not at WS a 
present represented in ear 
Canada, we believe our a 
organization can be of con- 1tior 
siderable interest to you. 
mF 
HE Hi 


A. G. Cameron & Company 


Manufacturer’s Agents 
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The United States News 


I regard The United States 


News as one of the most interest— 


ig and authentic of the publi- 
itions read by me." 


R. Wilson, President 
HE HALOID COMPANY 


(0-4 ~ SPECIFY 


purchases of 


MACHINERY 
EQUIPMENT 
BUILDING MATERIALS 
AUTOMOTIVE PARTS 
Raw MATERIALS 
ELECTRICAL EQUIPMENT 
TOoOLs 
STEEL 
LUMBER 
HARDWARE 
PRINTING. LITHOGRAPHY 
ADVERTISING MATERIALS 
OFFICE EQUIPMENT 


90% of the subscribers read the magazine from cover-to-cover 


ITY of all subscribers to 


(200,000 GUARANTEE) 


The Direct Route to 
those who O. K. both 
corporate and family buying 
* 

Daniel W. Ashley 


Vice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y. 


by LOOD O00 men & women Consumers 
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Piper Expands Ad 
Drive for Planes 


Lock Haven, Pa., Jan. 24.—Piper 
Aircraft Corporation, which has 
promoted its Piper Cub airplanes 
in half-column advertisements in 
national magazines since 1938, will 


begin using full-page four-color | 


insertions next month. 

The campaign will break in 
February issues of Collier’s and 
The Saturday Evening Post, fol- 
lowed by ads in Country Gentle- 
man, Farm Journal and Life in 
March. At the same time, the 
color ads are being adapted to 
full-page insertions to run in more 
than a dozen aviation magazines 
and to half-page insertions in 
Popular Mechanics and Popular 
Science. Hutchins Advertising 
Company’s Rochester, N. Y., office 
is handling the campaign. 

Piper’s advertising this year will 
also include distribution of 50,- 
000,000 match books and a coop- 
erative newspaper advertising pro- 
gram now being prepared. 

Piper is distributing a 150-page 


plan book to its 1,000 dealers, 
meanwhile, through 53 Piper dis- 
tributors. The book includes sec- 
tions on markets, service, local 
promotions, financing, flying clubs, 
etc. A section on local advertising 
emphasizes the importance of con- 
sistency in the ad program, uses 
to be made of “How to Fly” and 
other booklets (also featured in 
the national advertising), and the 
value of various signs, windshield 
stickers, log books and other pro- 
motional material prepared by the 
company. 


Caples Names Two 


Gustav Kaiser has joined the 
Caples Company, New York, as a 
copywriter, and Arthur Gleitz has 
been placed in charge of produc- 
tion for the agency. 


Two Join Fitzgerald 


Harley B. Howcott and Donald 
H. Halsey, both formerly asso- 
ciated with Stone-Stevens-How- 
cott-Halsey, New Orleans agency, 
have joined Fitzgerald Advertis- 
ing Agency, New Orleans, in ex- 
ecutive capacities. 


To Goldman & Gross 


J. R. Watkins Company, Winona, 
Minn., manufacturer of household 
and agricultural products, has 
placed its account with Goldman 
& Gross, Chicago. Newspapers and 
national magazines will be used. 


Joins ‘U. S. News’ 


Gene Furgason, formerly district 
manager of Business Week in Pitts- 
burgh and prior to that with Col- 
lier’s in New York, has joined the 
advertising staff of United States 
News in the New York area. 


Advertising Age, January 28, 1946 


Deere Shifts 


R. M. McGaughey, manager o; 
the Milwaukee office of Deere &: 
Co., has been named general man- 
ager of the parent plant in Moline. 
Ill., succeeding Bruce Louri, wh» 
has been appointed sales manager. 


Two Appoint Frost 


E. C. Young Company, Ran- 
dolph, Mass., manufacturer of 
portable buildings, and Analab 
Laboratories, Inc., Boston, have 
appointed the Harry M. Frosi 


| RESEARCH FINDINGS 
ARE ALWAYS ACCURATE 


No other market re- 
search organization in the middle 
west has the punched card tabu- 
lating facilities offered by Statis- 
TICAL Research Company. 


This complete punched card 
tabulating service—the largest 
independent service in the middle 
west—will turn your primary re- 
search data into finished usable 
form with unbelievable speed and 
accuracy. 


But tabulating research find- 
ings is more than a mechanical 
operation. Those directing the 
tabulating must be fully aware 
of the objectives of the study and 
have thorough experience in mar- 
ket research analysis. 

That is what you receive when 
StatisticaL Research Company 
tabulates your market research 
material. Before you start your 
next study, it will pay you to write 
us, or phone HARrison 2700. 


RESEARCH 


MPANY 


: awe 


Company, Boston, as their agency 


There'll be magic, too, 
of this 


You’ve probably heard about the new 
McGraw-Hill magazine, SCIENCE ILLUSTRATED, 
that will make its meteoric bow in April. 


It will be a new kind of magazine in its 
brisk, pictorial treatment of the magic that is 
modern science. 


And there will be a peculiar magic about 
the readers of ScrENCE ILLUSTRATED Like most 
folks today, they’ll be in a frame of mind magi- 
cally receptive to news about new things that 
affect their lives. 


SCIENCE ILLUSTRATED will present in a new 
way what science is doing for the American 
family—all told in a way everyone will under- 
stand, find fascinating, be eager to follow. 


It will interpret the march of science 
graphically, concisely, clearly—and authorita- 
tively All the exciting news about new fabrics 
and furnishings, F'M, television, kitchen robots, 
new homes, fluorescent lighting, new medicines 
... anew life. 


ScIENCE ILLUSTRATED will inevitably at- 
tract the kind of readers who are particularly 
on their toes for news and information about 
new things and new means which may enrich 
their lives. The kind of people who by nature 
are eager and enthusiastic to be pace-makers 
for the great mass of consumers when it comes 
to getting and using new things created by the 
new world of science. 
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FIC Urges Code 
or Artificial 
Limb Industry 


Washington, Jan. 22.—Moving 
vita unusual speed, FTC today 
roposed a stringent code of busi- 
ess ethics for the 300 members 
f the $20,000,000 artificial limb 
ndustry, ruling out any sales 
ethods which might cause the 
lightest misunderstanding or de- 
eption. 


Pointing out that 600,000 phys- 
ically handicapped in the U. S., 
including 16,000 amputees of 
World War II, depend on these 
devices for rehabilitation and a 
normal way of life, the commis- 
sion warned that the industry must 
maintain “high standards of busi- 
ness ethics, to protect the utility, 
safety and appearance of the prod- 
uct.” 

Not only are the limb manu- 
facturers obligated to disclose the 
full facts about their products, 
but under the proposed rules they 


must remind purchasers that dem- 
onstrations and testimonials must 
not be taken too literally. 


Must Tell Main Factors 


When a limb is demonstrated, 
the code says, the purchaser should 
be told that difference of place 
of amputation, condition of stump, 
age, occupation, health and agility 
influence the effectiveness of the 
limb. 

No industry member should use 
testimonials he has good reason 
to believe contain untrue or ex- 


aggerated statements, or use pic- 
tures that create a false impres- 
sion, the rules say. 

To avoid misunderstanding, tes- 
timonials should be accompanied 
with data showing make, model, 
information about the amputation, 
age of amputee, and the length 
of time he has used the device. 

Before sale, the dealer must dis- 
close that the degree of benefit 
depends on the place and character 
of amputation, condition of the 
stump, and health of the pur- 
chaser. In the case of recent 


in the Audience 
brand new magazine! 


A coveted audience, 


attentive, thorough-reading audience. One the 
shrewd advertiser will be particularly anxious 


to secure for his message. 


this—a _ peculiarly 


Advertising forms close February 10, 1946. 
Initial print order, 500,000 copies. Twenty-five cents. 
For further details, address SCIENCE ILLUSTRATED, 
330 West Forty-second St., New York 18, New York. 


Or phone your nearest McGraw-Hill office. 


Science 


ILLUSTRATED 


A New McGraw-Hill Magazine — Science brought home to you 
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amputations, there should be a 
warning that the stump will shrink 
in the future. The phrase “perfect 
fit” is prohibited since “it is the 
consensus of the industry that it 
is not attainable.” 

The proposed rules followed a 
pubiic hearing in Chicago last 
Dec. 12, and are subject to further 
discussion at a hearing here 
Feb. 15. 


Ziv Appoints Two; 
Moves to New Building 


Frederick W. Ziv Company, ad- 
vertising agency and transcribed 
radio program producer, will move 
its offices to a newly-purchased 
building at 1529 Madison Road, 
Cincinnati. 

Alvin E. Unger, recently re- 
leased from the Army, has been 
appointed manager of the com- 
pany’s Chicago office. N. L. Roger, 
manager of the Hollywood office, 
has recently returned from the 
service. 


Appoints Canale 
V. E. Canale has been appointed 


general manager of National Ad- 
vertising Service, New York. 


YOU SCORE 
in the BRONX 


—= \#f 
s 2, } 
via the © 


CARRIER 
ROUTE 


Unique in New York, the 
carrier-delivered Home 
News takes you straight to 
95,000 ready-money famil- 
ies weekdays and Sundays. 
In addition to this, 14,397 
readers in the Bronx and 
upper Manhattan take the 
time to buy the Home 
News from their news- 
stands.* In the city's heavy- 
spending third largest —a 
million-dollars-a-day market 
— you strike home as part 
of a family news and local 
advertising paper. 


That's the way 
to sell your home 
products in the Bronx! 


THE 
HOME NEWS 


Bronx and Manhattan 
373 E. 148th St., Bronx 55, N. Y. 
Stanley Syman — Adv. Director 
G3 
National Rep-esentatives 
THEODORO ADVERTISING 
SERVICE 


75 West St.. New York 6, N, Y. 


Edward C. Kennelly, General Manager 
Offices in Principal Cities 


"ABC Sept 36, 1045 
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Class Two: Not to exceed 1,400 square feet of floor area. Author: Frederick E. Sloan, Golf, Illinois. 


Class One: Not to exceed 1,100 square feet of floor area. Author: Charles W. Schroeder, Chicago, Ilinois. 


Five of the Prize Winners in the\ C 
524,000.00 Chicagoland Prize Homes 


These up-to-the-minute solutions of one of America’s 
most pressing problems will launch next Sunday another 
editorial attraction illustrating the enterprise which keeps 

the Tribune out in front as Chicago's most widely read 


newspaper and most productive advertising medium 


* * * * * 


Soe here are the perspectives of five of the 24 winning 
designs, each of which won for their authors equal awards 
ot $1,000.00 in the Chicago Tribune’s $24,000.00 Chicago- 


land Prize Homes Competition. 


They offer a black-and-white preview of the timely editorial 


attraction which the Chicago Tribune next Sunday, February 


3, will start presenting to more than 1,350,000 families. 


On that date, these five designs will be reproduced in full 
color as the Page One feature of the popular Color Graphic 
section of the Sunday Tribune. They will be accompanied by 


complete floor plans and descriptive text. 


This Graphic color page will be the first of a series of five 
full pages which in the next five weeks will present to readers 
24 up-to-the-minute solutions to one of America’s most press- 
ing problems. The designs which the Tribune will start intro- 
ducing next Sunday represent, in the opinion of a jury of nine 
leading architects and builders, the most advanced and practical 
thinking expressed in the entries submitted by architectural! 


talent thruout America. 
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Class Three: Not to exceed 1,700 square feet of floor area. Author: Edward L. Burch, Jr., Evanston, Illinois. 


Chicago Lribune’s 


Announced shortly after V-J Day, the Chicagoland Prize 
Homes Competition was launched to stimulate better home 
designs, give impetus to America’s building revival and create 


jobs for miilions. 


Timed to capitalize the universal interest in housing, this 
project, in its concept, scope and timeliness, illustrates the 
practical, aggressive action with which the Chicago Tribune 


seeks to advance and serve the interests of readers. 


In this project is to be found another example of the edi- 
orial enterprise which spares no expense or effort to keep out 
in front of an alert public—the reason why the Tribune keeps 
ut in front as Chicago’s most widely read newspaper and 


nost productive advertising medium. 
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Class One: Not to exceed 1,100 square feet of floor area. Author: Ray Stuermer, Chicago, Illinois. 
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Class One: Not to exceed 1,100 square feet of floor area. Authors: C. S. Woolford, 
Jr., South Orange, N. J., and Ralph DeLos Peterson, Jr., New York, N. Y. 


CHICAGO TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 


Average net paid total circulation for the year 1945: Daily, Over 1,000,000 
— Sunday, Over 1,350,000 
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CENTRAL OHIO'S ONLY 
CBS OUTLET 


Koenig Joins Seagram 


John F. Koenig, recently in the 
South Pacific as a major of am- 
phibious engineers, with whom he 
served for two years, has joined 
Seagram - Distillers Corporation, 
New York, as assistant national 
brand manager for Seagram’s An- 
cient Bottle gin. Before entering 
the Army, Mr. Koenig was asso- 
ciated for two years with the 
Fleischmann Distilling Corporation 
in national sales capacities. 


Skonberg Joins C. of C. 


Carl M. Skonberg, a graduate 
of the University of Chicago, from 
which he also received his M.A. 
degree in marketing, has joined 
the Chamber of Commerce of the 
United States as marketing re- 
search specialist in the domestic 
distribution department, effective 
Feb. 1. 


Raps ‘Eagerness’ 
of Surplus Goods 
Agencies in Ad 


Toledo, O., Jan. 23.—For selling 
and misusing glass materials in 
garments, the government’s sur- 
plus property agencies and certain 
clothing manufacturers were up- 
braided in an advertisement re- 
cently placed in Women’s Wear 
Daily by Owens-Corning Fiberglas 
Corporation. 

Headlined, “Misuse of glass ma- 
terials in garment trade laid to in- 
discriminate sale of stocks de- 
signed for special war purposes,” 
the ad pointed out that Owens- 
Corning provided approval and 
testing facilities for glass material; 


READY NOW 


How many families are there in New 
York City today? | 


How many grocery, drug and liquor 
stores serve them? 


What changes have occurred here 
since 1940? 


These and many other questions are 
answered in The New York Times “Blue- 
print for Sales,” the new market census 
just completed. This book gives detailed 
information by boroughs, districts and 


economic groups. 


To get market facts, accurate and 
up-to-date, The New York Times research 
staff traversed every street in New York 
City, combed through stacks of statistics, 
tabulated, analyzed, checked and re- 
checked. Now the result of those months 
of work is presented in a compact, easy- 


to-use form—"Blueprint for Sales.” 


Although the number of copies must 
be limited in these days of paper short- 
age, every interested group and individ- 
val will be given the earliest possible 
opportunity to see and make full use of 
this material. For further information 
please write or call: The New York Times 
Advertising Department—Times Square, 


e New York 18, N. Y.—LAckawanna 4-1000. 


64 pages, 15 x 20 inches 


The New Pork Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 


lel pea aenieitis 
: 
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that its policy was to sell its ma 
terial only to fabricators wh 
comply with this requirement. Th 
company claims the “government 
eagerness to dispose of surply 
goods” and the neglect of the ga, 
ment makers to insure its prope 
use “short-circuited” the compan, 
policy. 

The company said its firs 
knowledge of the “indiscriminatg 
sale” was obtained from the U. 5 
Public Health Service report of 
Dec. 7, 1945, which said that com. 
plaints from customers wearing 
women’s and babies’ garment; 
lined with glass cloth had caused ; 
“$25,000 loss to certain clothing 
manufacturers.” 


Says Proper Care Lacking 


Owens-Corning says, “Restric. 
tions and caution to insure cus. 
tomer protection were not estab. 
lished by government disposa| 
agencies. 

“The material bought up as gov. 
ernment surplus by the clothin 
manufacturers referred to in thd 
USPHS release, was well know 
to be not suited to the use t 
which these uninformed apparé 
manufacturers applied it withou 
consultation with the materia| 
manufacturer concerning the pur. 
pose for which the fabric was de. 
signed.” 

The ad concluded, “It is to b¢ 
hoped that proper conditions wil 
be established in the future by 
government surplus disposal] 
agents, so that the interests of the 
public welfare will be properly in- 
tegrated with the government’ 
eagerness to dispose of surplu 
goods, and so that recurrence o 
such a situation will be prevente( 
—whether it be misapplication o/ 
a particular type of glass cloth a 
lining for women’s and _ babies 
garments, of burlap bags fo 
underwear, of asbestos for ladies 
hosiery, of red flannel for babies’ 
diapers, or of haircloth for men‘ 
shirts.” 


Pease & Elliman Names 


Pease & Elliman, Inc., New York 
real estate firm founded in 1897, 
has appointed Needham & Grob- 
mann, New York, as its agency. 


Matthew to Hickerson 


Matthew Products, Inc., New 
York manufacturer of Sarong an( 
Thermopine bath preparations, ha‘ 
appointed J. M. Hickerson, Inc, 
New York. Spring and fall cam- 
paigns will be scheduled in busi- 
ness papers and fashion magazines 


GET BIGGER AUDIENCE 
“YOUR FIRM’S FILMS. 


Let DEVRY help you bring your eg la 
training films to the attention of Schools, Colleg* 
Universities, Church, Civic, Agricultural and ott 
influential groups. You get FREE listing in 15, 
catalogs annually. You get audience report 

Write for specific 5 <> to assure your films cus 
imum showings.. 


No CoSt.eee 
No obligation. DEVRY COR- 6% 
PORATION, 1111 Armitage 


Avenue, Chicago 14, Illinois. % 


YOUR BEST BUY-A Deva 


For Sales, Industrial 20 
Training projects, selec the 
3-purpose DEVRY, tha’ (!) 
Sem safely projects BOTH scun¢ 
ma and silent films; (2) shows 
BOTH black and white nd 
color films without e 
fa equipment; (3) affords 
able PUBLIC ADDR®*S 
SYSTEM— indoors or 
Shoot your own movies with a DEVRY 16 
camera — choice of the Nation's professi: 
for their personal filming. 


Only S-time wine 
ner of Army-Navy 

** E"* award for mo- 
tion picture sound 
equipment. 


ORIGINATORS & IMPROVERS OF PORT 


MOTION PICTURE EQUIPMENT...SINCE 1 
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Though marriage is binding, a tie-up ethereal, 
There’s no common law that says “‘eat the same cereal.” 


A wife may prefer to start her day with oats, 


If you think that he must, you’re just mairzy doats. 


If you’re in the business of pleasing the palate, 


You're selling both sexes, they each have a ballot. 


Winning both votes, if you'll pardon our pride, 


Is a job we excel at—it’s nothing to hide. 


The American Magazine double-exposes 


Your ads to both sexes. it’s under both noses. evervruine’s COMPLETE 
IN EACH ISSUE! 


Double exposure, a singular force, 


A shot in the arm for your FR 


4. 
+ 


t (sales curve, of course) 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 
PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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Ting Cream to McCann ks 
vertising for 


Erickson, New York, to handle ad- | Thompson Company, New York, to 


Ting, antiseptic} direct advertising in the United 


Pharma-Craft Corporation, New| medicated cream. The company] States and Canada for Fresh de- 


York, has 


appointed McCann-! recently appointed J. Walter|odorant. 


in conjunction with its revised rate schedule’, 

effective Janvary Ist, 1946, BAKERS WEEKLY 

‘will pay a 15% commission on advertising 
placed by advertising agencies 


Our practical bakery men, specialists 
in all technical and scientific phases 
as well as sales and merchandising, 
are available in New York and 
Chicago to cooperate fully with 
advertising agencies throughout the 
United States. Other editorial staff 
members possess a valuable fund 


of information based on their work 


for Bakers and Manufacturers in 


Section of Bokers Weekly's Lobaratories 
; ond Experimental Bakery 


The business magazine of the Baking Industry 


AB West 45th Street, New York 16M. Y. ¢ 360 North Michigan Avenue, Chicage 1, iit. — 


BAKERS WEEKLY'S Experimental 
Bakery, Research Laboratory and 
Engineering Department. 


BAKERS WEEKLY invites opportt - 
nities to work with agencies to help 
them help their clients get the most 
profitable results from advertising 
addressed to the Baking Industry. 


*See BAKERS WEEKLY'S “Tell-All Unit” in January 15th 
Standard Rate & Data, Business Paper Section, Class 9. 


AMERICA’S NO. 1 


Two-serz110% 
Primary, half- 
urban, half-rural, 
in 62 counties of 
Indiana, Ohio, 
Michigan. Basic 
Blue Network. 
10,000 watts. 


TEST’ 


. sane 
MICH IOAN 


STATION 
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Wallace Lines Up 1946 


Drive for Silverware 


R. Wallace & Sons Mfg. Com- 
pany, Wallingford, Conn., which 
recently appointed Ivey & Elling- 
ton, New York, has planned 1946 
advertising in magazines, news- 
papers and through spot radio an- 
nouncements along institutional 
lines, at the same time building 
sales potential against the time 
when silver merchandise will be 
available. 

Pages in color will be used in 
magazines such as Cosmopolitan, 
Harper’s Bazaar, House Beautiful, 
Ladies’ Home Journal, Mademoi- 
selle, Seventeen and Vogue. Sea- 
sonal local promotion will tie in 
with the over-all campaign. 


Erie Dispatch-Herald’ 
Lists Personnel Changes 
J. H. Bailey has been promoted 
from local advertising manager of 
the Dispatch-Herald, Erie, Pa., to 
national advertising manager, as 
part of a series of personnel 
changes recently announced. Mr. 
Bailey joined the paper in 1932 
after having been with the adver- 
tising department of Westinghouse 


Advertising Age, January 28, 1946 


Electric Corporation, Pittsburgh. 
Richard Roosevelt, with the 

Army for five years, has been ap- 

pointed merchandising manager. 


. hd ’ 

Purdy ‘Victory’ Head 

Ted Patrick, who has joined 
Curtis Publishing Company to as- 
sist in study of new business op- 
portunities, and who formerly was 
with the OWI overseas branch, 
was incorrectly reported by AA, 
Dec. 24, as having directed work 
on Victory, OWI’s picture maga- 
zine, distributed overseas. Mr. 
Patrick was with the OWI book- 
lets: section, and Victory, produced 
by the magazine section, was 
edited by Ken Purdy. 


Two Join Fawcett 


H. Bruce Fouche and Betty Jo 
Weaver have joined Fawcett Pub- 
lications, New York, as publicity 
manager of Mechanix Illustrated 
and Fawcett Comics Group, and 
publicity manager of True Con- 
fessions, Movie Story and Motion 
Picture, respectively. Mr. Fouche 
recently was with the American 
Forces Network in the European 
theater. Miss Weaver was formerly 


with the Associated Press. 


The violet crop ma 
this year—but at WH 


aged” shows to 


availabilities 


; : ‘ 
Will You Be Our Valentine? 
ill You Be Our Valentine? 
Here it is, February!...time to bake a cherry pie, 
split a rail, recite the Gettysburg address, and send 
our true love violets with a valentine. 
be a little short in these parts, 
we've a sweet little pees 
of new radio shows to present advertisers w 
a-wooing in the Kansas City market! Beginning in 
March, Fulton Lewis, Jr., is available for sponsorship 
on WHB. For a beer advertiser, we have a delectable 
quarter-hour strip, Mondays through Fridays at 6:15 
p.m.—with an orchestra of strings to play the real “beer 
drinking” music, and an outstanding soloist. This 
—s and summer, we can offer some other 
able yr tech ae ram time, too... with “pack- 
t the time of day and win a 
wares Hooper! And, of course, we is available with 
or minutes and chain breaks —live or 
E.T., day or night. Write, wire or 
‘phone, and let us show you! 


For WHB Availabilities, ‘phone DON DAVIS at any 


o come 


desir- 


ADAM YOUNG office: 


ones 11 West 42nd St. ------omare 3-1926 
......55 East Washington St.__..._- Dover 5448 


San idicna i adn chains 627 Mills Building ...._....... SUtter 1393 
Los Angeles, 13... _. 448 South Hill St.....____- Michigan 0921 
Kansas City,@6......... -__. Scarritt Building............ HArrison 1161 
KEY STATION for the KANSAS STATE NETWORK 
seeren umes |WHB Station Station Staton Station Station 
NOVEMBER °45 
WEEXDAYS A.M 
won. THRU FR. 127.2 121.7 118.6 [12.3 |15.7 | 3.4 
WEEKDAYS P.M. 
mon. THRU FR 28.2 122.6 (26.7 115.9 | 8.8 | 2.4 
SUNDAY 
Memon 110.7 137.0 |27.0 114.5 |9.0 | 3.8 
SATURDAY 
samries, [31-8 128.8 126.7 |12.6 [2.1 | 0.0 
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Can you find the ‘‘sucker” in this 1908 home 
scene? It’s the new Hoover Electric Suction 
Sweeper the lady proudly pushes. It sucks up 
dirt and dust. 

Now she will not get so tired, because James 
Spangler, a department store janitor in Can- 
ton, Ohio, did get tired—of beating the store 
rugs. After much experimenting, he devised a 
“suction sweeper” that looked like a good thing 
to him. | 

It looked very good to W. H. Hoover, of 
North Canton (Harness Maker Since 1870) 
when Spangler showed it to him. Together they 
organized The Hoover Suction Sweeper Com- 
pany in 1907—and made their first sweeper 
that year. 

The next year, the first 2 x 4-inch Hoover 
national magazine ad appeared. By 1909, 
larger advertisements were telling all about 
“The Hoover Electric Suction Sweeper — for 
All Houses Wired for Electricity, $70; Extra 
Attachments, $15 per set.” By 1916 a real 
advertising campaign was running. A year 
later, Mr. Hoover gave up harness making. 

Early Hoover advertising not only had to 
sell confidence in the brand name, Hoover. It 
had to make Americans want cleaner homes. 
It had to break down ideas that the old ‘“‘broom, 


It happened to GILLETTE 


$5.00 in 1906—but as low as 49¢ in 1941 


Gillette deserves much of the credit for bringing 
men’s faces out into the open. Gillette advertising 
helped sell a new idea of practical safety—and 
millions of Gillette razors—so successfully that the 
resulting mass production meant almost unbeliev- 
able savings and comfort. 


brawn, beating’? methods were best. It had to 
sell economy. It had to give real public service. 
It did them all. 

Hoover’s national brand advertising, 
sparked by its famous “‘It beats as it sweeps as 
it cleans” slogan, helped sell “‘vacuum clean- 
ing’’ so well for all cleaner manufacturers that 
even by 1938, American women were using 
12,000,000 vacuum cleaners. 

Brand advertising always gives such service. 
Brand advertising cuts costs, too. 

If Hoover and the others hadn’t advertised, 
could the average price of vacuum cleaners 
have dropped from that early Hoover high to 
$54 for a vastly superior cleaner in 1941? 

If the automobile and gasoline producers’ 
national brand advertising hadn’t stimulated 
the mass production which cut unit costs, 
could the average per-horsepower unit cost of 
your car have dropped from $31.50 in 1925 to 
$9.10 in 1940? Would it have cost you 50% 
less to run your car? 

Camera prices have slid down 60% in 15 
years. Washing machine prices have dropped 
$85 in 17 years. Women’s stocking prices have 
decreased 50% in 15 years. 

You can thank brand advertising for making 
so much more cost so much less. 


SN eT 


FREE REPRINTS OF THIS ADVERTISEMENT 


be nem <oe y r 


How a harness maker turned a “sucker” into a success 


OH tase eee —— 


MAN fer bolt 4 arg 


One of a series offered as a public service, will be gladly sent 
when requested on your business letterhead from Fawcett 
Publications, Inc., 295 Madison Avenue, New York 17, N.Y. 


FAWCETT PUBLICATIONS, INC. 
WORLD’ S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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Know the "A-B-C's" of Good Radio Coverage! 


KVOO NIGHTTIME .5 COVERAGE 


A HALF-MILLIVOLT 
AREA of more than 


8-STATES 


This comprehensive cover- 


SOUTH DAKOTA 


WYOMING 
NEBRASKA 


¥ 


UT aly 
COLORADO 


KANSAS SOUR! 


TULSA e 


=e NEW MEXICO 


age made possible through 
KVOO's powerful direc- 


tional signal. 


Brand Names Appoints 


Anderson as Director 


Harrison F. Anderson, formerly 
director of public relations of 
General Mills, Inc., has been ap- 
pointed to the newly-created post 
of director of informational serv- 
ices of the Brand Names Research 
Foundation, New York. 

Mr. Anderson left General Mills 
to serve as lieutenant commander 
in charge of the production aids 
branch to the aircraft production 
division of the Navy Bureau of 
Aeronautics. During the brief 
period between leaving the Navy 
and joining the foundation, he was 
associated with General Motors’ 
Fisher Body division. 


Expands Campaign 

Texas Tanning & Mfg. Company, 
Yoakum, Tex., maker of Texas 
Ranger and Saddlecraft belts and 
billfolds, plans an enlarged cam- 
paign in national magazines to pro- 
mote its belts. The company’s 
Hereford saddle advertising also 
will continue in farm and stock- 
man publications. Tracy - Locke 
Company, Dallas, is the agency. 


_ 


Vets Form Technocopy 


Technocopy, Inc., New York, 
“designers of manuscripts,” has 
been formed by Capt. Jerry A. 
Freeman, Robert H. Clawson and 
Frederic R. Gruger Jr., as a serv- 
ice for the compilation of all types 
of technical manuals, parts cata- 
logs, direct mail presentation lit- 
erature, and technical theses. Capt. 
Freeman, former director of public 
relations for the Veterans of For- 
eign Wars, served overseas for two 
and a “‘ialf years in the Army 
Engineer Corps. Mr. Clawson, en- 
gineer, wrote technical manuals 
for the armed services during the 
war and Mr. Gruger is a technical 
illustrator. 


Lipton Rejoins Universal 

David A. Lipton, former na- 
tional director of advertising, pub- 
licity and exploitation for Colum- 
bia Pictures, New York, and pre- 
viously director of publicity for 
Universal Pictures in New York 
and on the West Coast, has rejoined 
Universal as executive coordinator 
of advertising and publicity, work- 
ing with John Joseph, Universal’s 
national ad director. 


Final Measure 
of Magazine 
Power 


inventory ever made of 


Here’s an iron-clad yardstick of magazine influence — the power 
to push women into action. Based not on opinions...not on ques- 
tions... not on statements — but on a measure of positive action 


—a physical inventory of results. 


Action — The Final Measure of Magazine Power presents an 


index of specific behavior on the part of women magazine readers 
—the extent to which they read...clip...file recipes for future use. 


It summarizes the results of inventories in the homes of 6,045 
chain-store shoppers by Stewart, Brown & Associates. For a free 
copy, write The Family Circle, 400 Madison Ave., New York 17, N.Y. 


6 No. Michigan Avenue 
Chicago 2 
Randolph 0828 


400 Madison Avenue 
New York 17 
Wickersham 2-5630 


Russ Building 


San Francisco 4 


Douglas 6488 


5 A report on the first 
comprehensive home 
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Advertising Age, January 28, 194¢ 


G.F. Introduces 
Identical Packages 


for Post Cereals 


New York, Jan. 22.—To help 
one cereal sell another, Genera] 
Foods Corporation has adopted 
identical package designs for al! 
Post cereals. 

One of the line, Post Toasties, 
hereafter will be known as Post’ 
Corn Toasties. All will emphasiz 
the Post name—Post’s 40% bran 
flakes, Post’s Grape-Nuts, Post’s 
Grape-Nuts flakes, Post’s Grape- 
Nuts wheat meal, and Post’s raisin 
bran. 

The new packages are being 
promoted together in two monthly 
spreads, with small teaser inser- 
tions, in about 60 grocery business 
papers, through Young & Rubi- 
cam. Information explaining the 
design changes is printed on pack- 
age side panels. The name Post 
is featured in large red letters at 
the top of each box, with the 
cereal name beneath it in blue. 
The background is white. 

Post-Tens, variety pack of 10 
individual cereals, now reappear- 
ing in grocery stores after two and 
a half years, absent due to paper- 
board restrictions, also uses the 
new package designs (AA, Jan. 7), 
which were prepared by Frank 
Gianninoto & Associates, indus- 
trial designers, New York. 

The first Post product, Postum 
cereal beverage, was introduced 
in 1895. Grape-Nuts made its 
debut in 1898 and Post Toasties, 
first called “Elijah’s Manna,” in 
1906. 


Armco Names Moomaw; 
Geary Leaves Post 


G. D. Moomaw, vice - president 
and general manager of Rustless 
Iron and Steel Corporation, which 
Was merged with American Rol- 
ling Mill Company on Jan. 1, has 
been appointed general manager 
of Armco’s Rustless Iron and Steel 
Division. 

Edward P. Geary, assistant vice- 
president in charge of sales for 
Rustless Iron and Steel Corpora- 
tion, has resigned. His future plans 
have not been revealed. 


Names Horton-Noyes 


Brown & Sharpe Mfg. Company, 
Providence, R. I., has named Hor- 
ton-Noyes Company, Providence, 
to handle the advertising of all of 
its products, including machine 
tools, gauges, cutters, small tools, 
pumps and hair clippers. 


1946 Will Spell 
S-A-L-E-S For You 
In Winston-Salem... 


All indications are that Winston- 
Salem will continue to make rapid 
strides forward as a "must" mar- 


ket in North Carolina. 


The tobacco market has broker 
all records. Winston-Salem bank 
report a year of unprecedente: 
growth. Winston-Salem _ industry 
is a-buildin' . . . and steadily up- 
wards. 


In fact, all the statistics thet 
buyers of space analyze in selec’ 
ing a market are “favorable” fc 
Winston-Salem . . . and we'll b 
glad to tell you more about them. 


JOURNAL and SENTINEL 
Winston-Salem, N. C. 


National Representatives: 


KELLY-SMITH COMPANY 
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The Beaut 
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A NATIONAL SHOW 


a a 


URsULA PARROTT’S INTRIGUING SERIAL about two beautiful 
but headstrong sisters, both in love with the same man, is the type of 
brilliant drama for which Redbook readers pay 25¢ a copy or sub- 
scriptions at $2.50 totaling $4,000,000 a year. 

For them every issue is packed with real entertainment — for you 


Redbook offers... . 


A National Show for your product 
for $37,200 a year! 


A. J. Cronin, Rose Franken, and Somerset Maugham are other 
famous authors who regularly contribute to Redbook. 

This great writing talent produces a National Show that assembles 
an audience of more than 1,500,000 discriminating families every 
month — intelligent people who read for entertainment and, unlike 
radio audiences, are impressed by what they actually see. 

Here is a magazine that can be the starring vehicle for your 
product — that takes it into American homes 
from coast to coast. 

Continuous reader research assures con- 
stant appeal; high editorial percentage cre- 
ates cover-to-cover interest. 

A full page in every issue for a year will 
give continuity to your advertising. Yes, 
Redbook is an important nation-wide show 
well worth sponsoring! 

With more advertising space becoming 
available, consider Redbook’s NATIONAL 
sHOW for only $37,200! 


TO NEARLY 1/5 OF AMERICA — A PROGRAM OF PROVEN SALES POWER. 
Redbook, Cosmopolitan, and American, The 6 Million Family 
Market, reach almost six million homes with less than 15% 
duplication — approximately one out of every 5 in the United 
States. And a full page in every issue of all 3 magazines costs 
only $160,000 a year. 
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‘Stranded’ G.l.s 
Run Ads to Damn 


Army Recruitment 


War Dep't Offers 
‘Full College Course’ 
as Enlistments Lag 


New York, Jan. 22.—With dif- 
ferent groups of “stranded” over- 
seas soldiers running paid ads in 
United States newspapers, the 
Army this week is announcing in 
large space in newspapers from 
coast to coast that “a three-year 
enlistment in the regular Army 
now entitles American young men 
to a full college course or a busi- 
ness or trade school education.” 

The Army’s insertion, part of its 
campaign through N. W. Ayer & 
Son, points out that “under the GI 
Bill of Rights every young man 
who enlists in the regular Army 
before Oct. 6, 1946” will be paid 
by the government for his tuition, 
“up to $500 per ordinary school 
year, plus $65 monthly for living 
expenses — $90 if he is married. 
After a three-year enlistment, for 
example, he may have 48 months 
of education, with a total of $5,120 
paid by the government.” 

Army recruitment is said to be 
lagging. 

Welles Criticizes Army 


In his broadcast for Lear Avia, 
Inc., through Kudner Agency on 
American Broadcasting Company 
Jan, 13, Orson Welles cracked at 
the Army “preparing to spend $3,- 
000,000 to advertise how pleasant 
it is to be in the Army. 


“This week,” he said, ‘4,000 


|soldiers on Luzon held a mass 
meeting and voted funds from 
their paltry G.I. incomes for full- 
page advertisements in 15 United 
States daily newspapers to tell the 
public what they think of peace- 
time military service. 

“Although the money G.I.s can 
raise for advertising won’t com- 
pare with any $3,000,000 taken 
from taxpayers for publicity by 
the brass hats, Senators and Con- 
gressmen know that returning 
G.I.s carry votes in their pockets. 
Guess which ads will impress them 
most? Guess which ads will im- 
press the young men the Army 
would like to persuade to enlist.” 


Hits ‘Officer Caste’ 


“For free without even a 15% 
commission,’ Yank, the enlisted 
men’s magazine, has offered the 
advice that the Army could get 
more recruits and save the costs of 
advertising by more promotions 
from within, by eliminating the 
“officer caste” kind of thinking, 
and by giving GIs the same 
quality of equipment and housing 
that officers enjoy. “We believe,” 
Yank says, “that improvement 
within the Army is just 3,000,000 
times as important as publicity 
outside the Army.” 

The national planning commit- 
tee of the American Veterans 
Committee, of which Charles G. 
Bolte is chairman, sent to Presi- 
dent Truman on Jan. 9 certain 
unanimously adopted recommen- 
dations: 

“1. The War Department should 
be required to issue detailed facts 
and figures concerning the number 
and location of troops overseas, 
the reasons for their retention 
overseas, the plans for their de- 
mobilization, and the plans for the 
securing of adequate replacements. 

“2. In view of the importance 
of fulfilling our commitments over- 
seas, the Selective Service System 
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Has 100,000 Outdoor Enthusiasts 


Among Fur-Fish-Game’s 100,000 readers are many pro- 


fessional hunters and trappers. 


Their outdoor activities far 


exceed the ordinary sportsman’s and they buy more outdoor 


equipment and other male goods. 


Fur-Fish-Game is their 


bible. That’s why it has a remarkable record for producing 


low-cost inquiries and sales. 
schedule and see for yourself. 


The A. R. Harding Publishing Co., 


Put Fur-Fish-Game on your 


175 E. Long St., Columbus 15, O. 


Representatives 


Chicago 
Cole & Mason, , aoe 6558 


New York 
Walter C. Elly, Murray Hill 6-1923 


should be required to achieve the 
monthly quota of inductees neces- 
sary. «. 

“3... . Non-essential men 
should be used as replacements in 
essential work or brought home.” 


Navy Considers 
New Ad Drive to 


Attract Recruits 


Washington, Jan. 22.—The Navy 
is considering a paid advertising 
campaign to recruit men for its 
peacetime force, according to its 
director of personnel induction, 
but a final decision on the project 
must await determination of the 
“size and structure” of the future 
Navy. 

While he did not elaborate on 
the problems that are delaying a 
final decision, he said that “pre- 
liminary discussions have been 
held with several advertising 
agencies.” In New York, it was 
learned that at least four agencies 
—BBDO, McCann- Erickson, J. 


Walter Thompson Company and 
Young & Rubicam—had been con- 
sulted. 

“The Navy is considering a paid 
advertising campaign to recruit 
men for the peacetime regular 
naval establishment,” the director 
said in a statement for ApveERrTIs- 
ING AcE. ‘Preliminary discussions 
have been held with several ad- 
vertising agencies. No decision will 
be made until several basic ques- 
tions relative to the size and 
structure of the peacetime Navy 
have been determined.” 


Stopped Ads in 1943 


A big prewar advertiser, through 
BBDO, the Navy had virtually 
abandoned paid space when its 
recruiting went under selective 
service in February, 1943. In re- 
cent months it has devoted itself 
to an in-service campaign for en- 
listments, reducing its calls from 
selective service almost to zero. 

While final decisions on the size 
of the Navy may be influenced by 
Congressional consideration of a 
merger of the services, current 
talk mentions a postwar strength 


Advertising Age, January 28, 1946 


of 500,000 enlisted men. Like th: 
War Department, which is spend. 
ing $3,000,000 for recruiting adver- 
tising through N. W. Ayer & Son, 
the Navy undoubtedly has funds 
for whatever recruiting it wishes, 
but the Navy purpose is subject 
to review before the new fisca! 
year begins July 1. 


Two Join ‘Western Family’ 


Harry R. Thornton, formerly ; 
salesman for Spartan Grocers and 
Glove Milling Company, has joined 
the merchandising staff of West- 
ern Family Publishing Company, 
Los Angeles, as field representa- 
tive in the southern California 
territory. John Snetsinger, for- 
merly associated with the Los An- 
geles Herald-Express, has been ap- 
pointed to work on Western Fam- 
ily Review, succeeding Mabel Reed 
Lorenz, resigned. 


Stoehrer Joins B&B Art 

John Stoehrer, with the Biow 
Company, New York, for three and 
a half years, and before that with 
Ruthrauff & Ryan, has been named 
an art director of Benton & Bowles, 
New York. 
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Video Studios Stress 


Intra-Store Television 


Cine-Television Studios, Inc., 
New York, will give “specialized 
attention” to intra-store visual- 
action selling for department 
stores, and has named Arthur 
Freeman, retail display and mer- 
chandising consultant, as vice- 
president in charge of the com- 
pany’s intra-store division. 

Fred H. Fidler, president, also 
reports that Cine-Television will 
announce soon a “merchandise in 
action” service for department 
stores, which will “encompass 
both television counsel and an- 
other fully developed visual sell- 
ing service employing full color” 
to be offered on a one store per 
city franchise basis. 


Plan New Magazine 


A new international monthly 
publication, Opportunities on Pa- 
rade, is scheduled for publication 
soon by Chelle Janis, founder and 
publisher, San Francisco. He was 
formerly associated with the Hor- 
ace Liverwright publishing firm. 

National distribution is planned 
for the publication, with initial 


circulation of 100,000 copies. Its 
purpose is to provide a market for 
buyers and sellers of opportunities 
— ideas, inventions, talents, etc. 
Kip Colthern, former promotion 
manager of the San Francisco Ex- 
aminer and advertising manager 
of the Sacramento Bee, is adver- 
tising manager. 


Joins Product Designers 


Robert Sidney Dickens has been 
named design coordinator of 
Product Designers, Chicago. He 
will correlate and direct all design 
phases of the organization, includ- 
ing merchandise presentation, 
products development, industrial 
equipment, interior design and 
packaging. Mr. Dickens will also 
maintain his own packaging de- 
sign company of Robert Sidney 
Dickens & Associates. ; 


Starts First Ads 


A new package and label de- 
sign, supplemented by display and 
mat service for dealers, will be 
used in launching initial advertis- 
ing of Southern Silk Mills, Spring 
City, Tenn., for Tricot knit undies 
for women. Tracy-Locke Com- 
pany, Dallas, handles the account. 


Berry Named President 


of Truck Association 


At a recent meeting of the Elec- 
tric Industrial Truck Association 
in New York, Gordon J. Berry, 
vice-president of Electric Products 
Company, Cleveland, was elected 
president and F. J. Shepard Jr., 
treasurer of Lewis-Shepard Sales 
Company, Boston, vice-president. 

New plans for 1946 presented by 
retiring president E. W. Allen, 
Thos. A. Edison, Inc., embracing a 
broad advertising and educational 
program to be conducted under 
Charles F. Kells, Pittsburgh, were 
approved. Ketchum, MacLeod and 
Grove, Pittsburgh agency, has been 
retained to assist Mr. Kells. 


Makes Dishwasher 


Adel Precision Products Corpo- 
ration, Burbank, Cal., has started 
production of the Adel dishwasher, 
postwar kitchen appliance for 
which it claims simplicity of oper- 
ation, quick installation and low 
cost. Intercoastal Company, Los 
Angeles, is handling domestic and 
foreign distribution of the product, 
sales training, sales promotion and 
dealer and distributor help. 


Future Highway 
Haulers to Use 
T'wo-Way Radio 


Cincinnati, Jan. 22.—A future 
with 300,000 highway haulers 
equipped with two-way radiOs was 
predicted by Harry F. Chaddick, 
chairman of the American Truck- 
ing Association, at its meeting 
here last week. 

Mr. Chaddick said that one truck 
is equipped experimentally in Chi- 
cago now, and that 60 transport 
companies will have 600 radio- 
equipped trucks on the road by 
Feb. 15. The use of radio in this 
manner, he pointed out, will in- 
crease driving safety, expedite 
freight shipment and frustrate hi- 
jacking. 

The Federal Communications 
Commission has granted FM, radio 
telephone wave lengths for fixed 
and mobile transmitters to High- 
way Radio, Inc., a cooperative en- 
terprise which ATA members have 
joined. 


TF wate | 


Did she catch your eye? Of course . . . why not? A real stand-out always will! 


e Look at the eye-catching Ideal is doing. It’s the fastest-selling women’s magazine group and 


all eyes are on it as the ONE to watch. Ideal’s Movies, Movie Life, and Movie Star Parade add solid 


service sections to crisp, thorough, alert Hollywood coverage. Ideal’s Personal Romances 


smartly outlaws tearful confessions . . . features bright stories of typical romances. And what, 


oh what, a response! Two million circulation in eight short years! 


THOUSANDS MORE EVERY ISSUE! Grab an Ideal salesman and get some space—quick .. . 
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If the experiment proves suc- 
cessful after a six-month trial, a 
network of 1,000 fixed stations 
will be built across the country to 
maintain direct contact with 300,- 
000 radio trucks “on even the most 
remote highways.” The drivers 
will make 15-minute “position re- 
ports,” announce tourist accidents 
and breakdowns enroute, and 
broadcast washouts and other road 
hazards encountered. 
The companies estimate that be- 
sides saving thousands of dollars 
by using radio equipment it will 
reduce the dangers of long-dis- 
tance hauling. 
In addition to the intercity haul- 
ers’ use of radio, Mr. Chaddick 
reported that city delivery trucks 
soon Will be using a selective con- 
trol radio system. In this system 
the driver will know he should 
telephone the home office when an 
automatic signal causes a red light 
to flash and a buzzer to sound in 
the truck dialed by numbers from 
the home office. 


Changes Page Size 
Consolidated Press Ltd., Toronto, 
has announced that effective with 
the March, 1946, issues, Canadian 
Baker, Cigar and Tobacco Journal, 
Food in Canada, Manufacturing 
and Industrial Engineering, Motor 
Magazine and Trader and Cana- 
dian Jeweller will change their 
trim size to 8% x 11% inches, with 
the bleed plate size 8% x11% in- 
ches. The bleed page ad rate has 
been set at 15% on the gross 
charge. 


JWT Advances Pierce 


Russell Pierce, associated with 
J. Walter Thompson Company for 
15 years in offices in Chicago, New 
York and Buenos Aires, has been 
appointed manager of the San 
Francisco office. He will continue 
his duties in the service depart- 
ment and will also act as chairman 
of the plan board on the San 
Francisco office’s accounts. 


In POWERLAND Lingo. . 


Use its terms to get business 


Thousands of power engineers and execu- 
tives now are considering by type and make 
the boilers, stokers, turbines, engines 
pumps, piping, switchgear, belting,controls 
and other equipment needed to expand anc 
modernize peacetime power systems. 


Use meaty, informative ads regularly ir 
POWER PLANT ENGINEERING to give 
these men the help they need in selecting 
and installing your power equipment o1 
supplies wherever possible, talk Powerlanc 
language; show simple application hookups 
sectional views, capacity tables, perform 
ance data. 


Ask for field bulletin “Where engineer: 
need help.” It tells about problems your en 


gineer-customers are up against; offers tip: 
for slanting your messages to this basic 
all-industry market. 
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BEAUTY FASHION 
101 W. 31 St., New York 1 
Also publishers.of Drug and Cosmetic Industry 


Lusk Maps Drive 


Irving Lusk, Inc., New York, 
manufacturer of rainwear for men, 
women and children, has launched 
a 1946 campaign with black-and- 
white pages in Boy’s Outfitter and 
Men’s Wear. A consumer Maga- 
zine drive using Esquire, a wom- 
an’s fashion publication, and a 
“seneral interest” magazine will 
be scheduled in the fall. Arthur 
Rosenberg Company, New York, 
handles the account. 


Appoints Best 


Frank V. Best, formerly with 
International Business Machines 
Corporation, New York, has been 
appointed representative of the 
Washburn Company in New Eng- 
land, with headquarters in Boston. 
He succeeds W. C. Baker, who has 
been advanced to manager of 
chain store sales. 


Business Council 
Hits Monopolies 
in Newspaper Ad 


Washington, Jan. 22.—The New 
Council of American Business, Inc., 
spokesman for “liberal” business 
men, greeted returning Congress- 
men last week with a half - page 
insertion in the Washington Post 
outlining a program closely paral- 
leling the one set forth in Presi- 
dent Truman’s Jan. 3 radio ap- 
peal. 

The ad said frankly that the 
council is an outgrowth of the 
“Business men for Roosevelt” com- 
mittee of the 1944 election, but a 
spokesman at Washington head- 
quarters explained that the group 


RAYMOND BILL 
Publisher & Editor, 
Seles Management 


“The Sun is part of my regular 
reading because it impresses me 
as being edited on a plan, neither 
too high nor too low, but right in 
the groove which suits me best, 
the middle one. The fine feature 
writers also appeal to me, espe- 
cially Dave Boone, whose bright 
lines often help me to brighten 
my own moods.” 


R. W. PALMER 
Executive Editor, 
Printers’ Ink 


“My reading of The Sun is 
more than a habit. I find 
its general news coverage 
satisfactory, its business 
news frequently provoca- 


tive of i 


decorencsie easy to find 
and easy to read. I do not 
always agree with its edi- 
torial writers and column- 
ists, but I read them and 
respect their opinions. I 
must like it — after all 
these years.” 


No. 56 of a series highlighting the 


of The 


eas, its regular 


LOUIS GOODENOUGH 

Editor, Retailing Home Furnishings 
“I follow The Sun chiefly for its 
complete and authoritative cov- 
erage of the news and for its 
department store advertising. My 
favorite feature sections are the 
theater page which I read very 
warefully, especially the reviews, 
nd the Book Corner which is 
tops. ” 


acceptance 
New York Sun among responsible people 


LAWRENCE M. HUGHES 


Sun. Throughout those years, I 
thorough and completely reliab 
As a | oy e- reader, it i 
difficult 


rence a daily ‘must.’ ” 


AMON 


Executive Editor, Advertising Age 


“Since first coming to New York 
twenty-one years ago, I have 
been a regular reader of bia 


have found its news mia 


me to name favor- 
ites, but I consider David Law- 


G 


BUSINESS PAPER EDITORS 


Editors of the nation's leading business peri- 
odicals read The Sun with the critical eye of 
experts. The shrewd business sense and insis- 


tence upon factual accuracy of these discrimi- 
nating minds naturally draw them to the 
pages of The Sun, once more substantiating 


the L. M. Clark organizati 


‘research which cites The 


Represented in Chicago, Detroit, 


‘ompany; in Boston, Til 


REGINALD CLOUGH 
Executive Editor, Tide 


while.” 


‘America’s best-read metrorolitan dailies." 


Che siete Sun 


NEW YORK 


Los Angeles by Wi lioms, Lawrence & Cresmer 


“I consider the New York Sun 
one of the country’s great 
newspapers. Its concise but 
broad and intensive coverage , 
of national, sports and busi- 
ness news always holds my 
interest. Naturally enough, I 
follow its advertising columns 
with particular attention and 
find such perusal well worth 


ion's independent 


Sun as "one of 


Son Francisco and 
ton S. Bell 
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hopes to become a non-partisan 
spokesman for business men who 
do not accept the leadership of the 
National Association of Manufac- 
turers and other established 
groups. 

Henry L. McCarthy, executive 
director of the council, said that 
it is made up of owner-managers 
of large and small businesses in 
about 40 cities, and that it has 
active chapters at the moment in 
New York, Chicago and San Fran- 
cisco. He said that other chapters 
will be formed, and that a na- 
tional convention will be held this 
spring. 


Hits ‘Monopoly’ Businesses 


The ad disassociated the council 
from “monopoly” businesses, de- 
claring that “Independent busi- 
ness men see their welfare in the 
people’s welfare. We see our own 
prosperity in sustained mass mar- 
kets, in the production of more 
and better goods at lower prices, in 
higher standards of living for all.” 

Monopoly business fears gov- 
ernment leadership, the ad de- 
clared. “We see benefit from leg- 
islative and executive leadership 
when it is positive and effective. . 
Unlike old guard business organi- 
zations, we welcome aggressive 
measures designed to spread pros- 
perity to the whole American 
people.” 

The advertisement urged a 
seven-point program upon Con- 
gress, including: (1) Retain price 
controls; (2) maintain without 
change the established collective 
bargaining procedures; (3) _ in- 
crease minimum wages to 65 cents 
per hour; (4) adopt the Senate 
version of the full employment bill; 
(5) retain the U. S. Employment 
Service as a federal agency; (6) 
provide for a federal research 
agency “so that small and inde- 
pendent business may get better 
technological help”; and (7) vote 
favorably on all measures to in- 
crease foreign trade. 

George C. Hatch, general man- 
ager of the Intermountain Net- 
work, Ogden, Utah, is president of 
the group. In addition to the 
Washington Post, the ad was 
scheduled to run in the New 
York Times and Chicago Sun. 


Neon Buys Reeves-Ely 


Claude Neon Lights, Inc., New 
York, has purchased Reeves-Ely 
Laboratories, Inc., New York, pro- 
ducer of ordnance, motion pic- 
ture and broadcasting equipment. 
Reeves has four subsidiaries: War- 
ing Products Company, food and 
beverage mixers and automatic 
steam electric irons; American 
Transformer Company, electronics 
equipment; Hudson-American Cor- 
poration, communication devices, 
and Winsted Hardware Mfg. Com- 
pany, electrical appliances. 


Form Detroit Art Agency 


Arthur J. Ottowitz has resigned 
as industrial art director and ac- 
count executive of New Center 
Studios, Detroit, to form a new 
national industrial art agency in 
Detroit with Milton L. Watson 
The new agency will be known as 
Artvertisers. 


99.2% 


COVERAGE 
of Chester’s 
ABC CITY ZONE 


the home town paper best satisfies the desir 
for home town news. 
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Chester, Pa 


Alfred G. Hill, Publisher 
Chauncey L. Eanes, General Manager 
Don McKay, Local Advertising Manager 


Represented Nationally by 
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At the sign of the buckle shoe 
in Walnut Street, according to 
the Pennsylvania Gazette, Oct. 6, 1773. 
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At the Buckle Shoe... 


the colonial cordwainer imported London “boot legs and ben 


leather soals.” With a craftsman’s care “on bespoken work, he 
tooke the size-stick, let the foot lie flat on’t, goi the bare 
length ... with a piece of parchment measur’d the width over 
the instab...enter’d in his book the quality of leather chosen, 
whether it be wax or grain calf-skin, seal or Spanish light, 
middling or stout... and sundry matters of the customer’s 


opinion or fancy”... produced with prideful labor a perfect fit. 


THE SHOE, in a sense, is symbolic of today’s press . . . though 
the newspaper provides a perfect fit not for the foot, but 
for the head. Like the shoemaker, the editor searches the world 
for worthy materials . .. sews the patterned pieces into a 
sturdy whole... cuts the superfluous or the shoddy . . . waxes 
rough grains, smoothes, and polishes. Sticking to his last, 
he supplies the inner sole of stories, as well as the shining 


exterior... and provides a sure footing on all public questions. 


In Puapetenia, The Inquirer for more than a hundred years 
has shod the minds and intellects of the gentry; today affords 
sound understanding to 575,000 fine families and offers 
to discerning advertisers, both national and local, a welcome 


walk-in and stepped up sales! 


Che Philadelphia Mrguirer 


Sag Vater? 
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Advocates of Fair 
Trade Law Drop 
Washington Fight 


Washington, Jan, 22.—Advocates 
of retail price maintenance for 
the District of Columbia withdrew 
under the fire of government and 
consumer groups last week, aban- 
doning for the moment their ef- 
forts to align Washington with the 
45 states that have legalized “fair 
trading.” 

Collapse of the third effort to 
establish “fair trading” here fol- 
lowed a vigorous counter-offensive 
sparked by front-page editorials 
in the Scripps-Howard Washing- 
ton News, and a heavily docu- 
mented attack on the “price main- 
tenance” principle by the FTC. 

The Senate district committee 
had tentatively approved the fair 
trading bill early last month when 
consumer groups and the News 
intervened, charging that the Na- 
tional Association of Retail Drug- 
gists and the D. C. Pharmaceutical 


Association were railroading a bill 
that would increase the cost of 
living. 


Calls Law Unsound 


At a critical moment in the 
struggle, the FTC forwarded to 
Congress a_ five-year-old report 
branding price maintenance as 
hostile to the free enterprise sys- 
tem. According to FTC, the law 
is economically unsound because it 
sanctions price arrangements 
which have no basis in individual 
selling costs and selling policy, and 
no relationship to the services of- 
fered. The commission also ar- 
gued that the government was un- 
able to “police” the arrangement, 
leaving manufacturers exposed to 
coercive tactics by organized re- 
tailers. 

The crowning blow came early 
last week when the Southeast 
Business Men’s Association voted 
by more than two to one to oppose 
enactment of fair trading. 

The fight was already growing 
into a movement to force repeal 
of the Miller-Tydings enabling leg- 
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« TO WAITING MILLIONS - 


© With over 50,000,000 loyal comic strip readers, JOFEPALOOKA 


e comes to Radio. Offering local advertisers and stations nel- 


work quality" kid show” ata price local advertisers can afford. 


. Why not capitalize on the “ Kids” . 


® eo 
e THEY ARE CONSUMERS ° 
* THEY INFLUENCE PURCHASES ° 
* THEY ARE TOMORROW'S BUYERS ° 
° ° 
* Use Joe Palooka to “‘Punch-up”’ Sales! * 
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ae 


islation, basis of all state fair 
trading laws, when the NARD 
notified Sen. Leverett Saltonstall 
(R., Mass.), sponsor of the bill, 
that it should be withdrawn. An 
NARD spokesman promised they 
would try again—after further 
study. 


Howse Appointed V.P. 

Thomas H. Howse, Toronto, has 
been elected to the board and ap- 
pointed vice-president and treas- 
urer of Maclean-Hunter Publish- 
ing Company Ltd., Toronto. 


Boosts Ad Rates 


Service, published by Bryan- 
Davis Publishing Company, New 
York, has issued rate card No. 10, 
increasing its single page rate from 
$170 to $210, effective Jan. 1. Con- 
tracts completed before March 1 
will carry the former rates. 


Joins Chicago Agency 

Frank R. Steel, formerly associ- 
ated with WBBM, Chicago, and 
Columbia Broadcasting System, 
has joined Presba, Fellers & 
Presba, Chicago agency. 
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Joins Estate Stove 


A. M. Wyman, formerly asso- 
ciated with the Lima plant of 
Westinghouse Electric Corpora. 
tion, has been appointed assistan} 
advertising manager of Estate 
Stove Company, Hamilton, O. 


To Henry A. Loudon 


National Research Corporation, 
Boston, producer of high vacuum 
equipment, has appointed Henry 
A. Loudon, Boston and New York 
agency, to handle its advertising. 
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Home is where the hei 


~ ‘ 


Bur it’s also where your old golf jacket is, where your books and 


phonograph records are—and your priceless highboy, 


Bill’s chemistry set, young Mary’s wedding-present silver, the new 


crocus bulbs from Holland. It takes a lot of buying to make a 


home—everything from baby blankets and bottle warmers to ping-pong tables, 


cars, new roofs, 


grass seed, and roller skates 


piled in the hall. Home is where the heart is—but it’s also where 


the money goes. That’s where Better Homes & Gardens comes in. It’s 


written entirely for families whose big interest in life 


is their homes. For its 2,600.000 families, there’s no place like 


home—and they prove it by spending most of their comfortable incomes 
for things that they use and enjoy at home. Husbands and 

wives spend those incomes together. They read BH&G together. What 

better spot to help them make up their minds 


to buy your mixer or your radio or your vegetable juice? 


and no place like 
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Parkin Joins Seidel 


Edwin Parkin, formerly adver- 
tising manager of Frederick Loeser 
Basement Store, New York, has 
been appointed account executive 
of Seidel Advertising Agency, New 
York. 


Appoints Houck 

Rowe -Jordan Furniture Cor- 
poration, Roanoke, Va., has named 
Houck & Co., Roanoke, to handle 
advertising of its new line of up- 
holstered living room furniture in 
national magazines. 


Two Name Klingensmith 

Minerva Wax Paper Company, 
Cleveland and Minerva, O., pro- 
ducer of household and commer- 
cial wax papers, and Kelly Rubber 
Company, Massillon, O., manufac- 
turer of surgeon’s gloves and other 
rubber products, have named H. 
M. Klingensmith Company, Can- 
ton, O., to handle their advertis- 
ing. 


Names Sales Managers 


Timken-Detroit Axle Company, 
Detroit, has appointed Neil S. 


Lincoln sales manager of its auto- 
motive division; C. C. Bartell sales 
manager of the special equipment 
division, and H. C. Maddux sales 
manager of the trailer division. 


Four Name Anderson 


Merrill Anderson Company, New 
York, has been named to handle 
the advertising for American 
Security and Trust Company, 
Washington, D. C.; First National 
Bank, Greenwich, Conn.; German- 
town Trust Company, German- 
town, Pa., and Schenectady Trust 
Company, Schenectady. 


‘Insurance Stores’ 


Prove Successtul 


Boston, Jan. 23.— Liberty Mu- 
tual Insurance Company is ex- 
panding its “insurance stores” to 
seven new markets and backing 
up the program with newspaper 
advertising in branch towns, 
through Batten, Barton, Durstine 
& Osborn. 

The first over-the-counter in- 
surance outlet was established a 


like #tter Homes & Gardens to sell 


hat goes into homes 
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year ago in Hempstead, L, I. After 
moving the store from the sixth 


to the ground floor, the number | 


of policies sold increased 55% and 
premiums jumped 90%. 
The new outlets are already op- 


erating in Atlanta, Evanston, ILL, : 


and Andover, Mass. Additional 
stores are to be opened soon in 
White Plains and Mt. Vernon, 
N. Y.; New Haven, Conn., and 
Oak Park, Ill. Other outlets will 
be opened as locations and ma- 
terials become available. 


To Consumers Institute 


Dr. Martha Johnson, formerly 
head of the division of analytical 
chemistry in the central labora- 
tories of General Foods Corpora- 
tion, Hoboken, N. J., has —— 
the staff of the General 
Consumers Institute. 


Appoints Taylor 

Allied Control Company, New 
York, has appointed E. A. Taylor, 
formerly with General Electric 
Company, as general sales man- 
ager. 


THE RURAL SURVEY 
(Initial Notes) 


As you know, gentlemen, Station 
KFI has long claimed superior cov- 
erage of the rural areas of South- | 
ern California. Through a highly, 
concentrated programeffort | 
beamed directly to the agricultural | 
market, we have built upalistener 
loyalty outside the Hooper sur- ! 
veyed areas that has never been | 
questioned. But now, for the first | 
time, we have statistical proof of | 
the extent of the preference rural, 
listeners give KFI. 

! 

| 


ee 


In the Spring of 1945, Jessie 
Locke Moffett and her noted staff 
of researchers surveyed 220,000 
rural boxholders within a radius 
of 750 miles from KFI. The ques- 
tionnaire asked what radio station 
is depended upon for agricultural | 
information and what Los Angeles, 
station (if any) is listened to most. 
The survey covered California plus 
nine surrounding states and here 
area few of the interesting results: 
(1).In only 7 California counties 
did KFT receive no mention 
among pfeferred stations for agri- 
cultural information; (2) KFI is 
preferred for agricultural informa- 
tion in Southern California by an 
overwhelming majority. In only 
two counties did the preference 
fall below 53% for the station; 
(3) KFI is listened to most in 
Southern California by 47.7% of 
the rural population with 24.7% 
given the next highest L.A. station 


(Detailed report of the complete survert 
available soon. Watch for it) 


CLEAR CHANNEL 


wcia MEI 2x: 


NBC tor tos ances 
Represented Nationally by Edward Petry and Company, Inc 
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a 4 Suppiomentary Sales 
= «Forces Now Available 


Nationwide or Local 


working directly with and for 


you... or we can pick up mer- 


Avoid the trouble and expense 
of maintaining a supplemen- 
tary sales force. Use the facil- 
ities of A. D. of A. to call on 
dealers, sell your product, 


D OTA AO. 


Advertising Distributors of America 


NEW YORK: 400 Madison Avenue ST. LOUIS: 101 North Ninth Street 
CHICAGO: 20 East 8th Street TORONTO: 1162 Dundas Street W. 


chandise from your jobbers 
and make cash off-car sales to 
dealers. Call or write us. 
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Ad Bureau Chiefs 
Explain National, 
Retail Ad Plans 


Research Is Key; 
10-Point Policy 
Told by Giesen 


Chicago, Jan. 22. — Members of 
the Newspaper Advertising Execu- 
tives Association, whose annual 
meeting here last week was mark- 
ed by nearly complete absence of 
friction, never appeared more 
unanimous than when introduced 
to John Giesen and Alfred Stan- 
ford, two new Bureau of Adver- 
tising executives whose appoint- 
ments are sure to have a far-reach- 
ing effect on NAEA members. 

Mr. Giesen, director of the retail 
division of the American Newspa- 


per Publishers Association ad bu- 
reau, and Mr. Stanford, director of 
the bureau’s sales department, 
were warmly received in making 
their bows and explaining their 
policies. 

Both Mr. Stanford and Vernon 
Brooks, advertising director of 
the New York World-Telegram, 
who introduced Mr. Stanford, as- 
serted that the effectiveness of the 
bureau’s sales department will de- 
pend largely on the outcome of re- 
search work launched since last 
summer. 

Mr. Brooks, head of NAEA’s 
sales committee, pointed out that 
a year ago the bureau sales de- 
partment consisted of one man and 
one woman whose time was taken 
up almost entirely in answering 
letters and phone calls for infor- 
mation. Now, he said, a six-man 
research staff is compiling data on 
population, income, newspaper cir- 
culation, wholesaling, retail sales, 
etc., for all counties in all states 
of the nation, although about half 
of their time still goes to answer- 
ing inquiries and preparing pro- 


Memphis 


The Commercia 
Appeal... 


MEMPHIS... WORLD'S BIGGEST 
COTTON MARKET 


@ Cotton far outranks any other crop as a source of American agricultural in- 
come, and is the South’s most important source of wealth. Cotton is the most widely- 
used fabric known to mankind. The cotton textile industry employs more people than 
either the steel or automobile industries. Memphis is the Cotton Capital of the World, 
handling more cotton than all other American markets combined. Total valuation of 
the cotton and cottonseed grown in the Memphis area exceeds a Half Billion Dollars 
annually. In this rich market are more than 4,000 cotton gins, 200 oil press mills, 
1,000 cotton warehouses, merchants, and shippers. In addition are the mills associated 
with the cottonseed-products industry manufacturing foods, animal feeds, ete. 


@ Cotton is just one of the reasons why Memphis should be high on your list of 
cities for advertising and selling pressure. Now over 325,000 population, Memphis is 
. one of the very top markets in the South—America’s No. 1 Land of Opportunity. 


|motional material. 
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The informa- 
tion being gathered, he empha- 
sized, is essential before any a'- 
tempt can be made to go after 
large national newspaper accounts, 


No ‘Patent Medicine Cures’ 


Mr. Stanford explained that the 
“analytical selling” job he plans 
will not offer patent medicire 
cures to any advertiser. His pro- 
gram is based on providing spe- 
cialized help, based on a wealth of 
market data, and sales and ad 
planning, to a very few important 
advertisers. 

“We must destroy that old fal- 
lacy ‘national advertising,’” he 
declared, pointing out that all sales 
are made locally, that even a 
single company needs special ad- 
vertising help in various territories 
and that newspapers must obtain 
national accounts by offering local 
market strategy. He said that he 
will, because of a shortage of com- 
petent personnel and _ resources. 
tackle only as many accounts as 
his two-team staff can handle. 

“We must select from the largest 
U. S. advertisers those who want 
to find out more about their ad- 
vertising program and how it 
works,” he said, adding that, be- 
cause only 100 companies control 
50% of national advertising bud- 
gets, any swing by a few large 
advertisers from radio to news- 
papers will soon bring a similar 
change by small companies. 

Mr. Stanford, formerly a partner 
of Compton Advertising before 
serving as a commander in the 
Navy on the Eastern Front, con- 
cluded by saying that “I am a 
cynic about advertising agencies. 
There is an enormous amount of 
inertia and fashion in agencies, 
especially where radio is playing 
such a large part.” 

Explains 10-Point Policy 


Since his staff was organized 
last summer, Mr. Giesen’s program 
has, he explained, been based on 
the following 10-point policy: (1) 
Fostering retail newspaper adver- 
tising; (2) providing selling ideas 
and statistical background ma- 
terial to the papers’ ad staffs; (3) 


maintaining a constant _inter- 
change of selling ideas among 
members; (4) contacting chain 


store organizations (a field staff 
will handle this later); (5) creat- 
ing a broad trade publication pub- 
licity program; (6) developing a 
sales training program (when re- 
search permits) for newspaper re- 
tail salesmen; (7) holding clinics 
for retailers and newspaper staffs; 
(8) working with schools and col- 
leges; (9) providing speakers’ bu- 
reau services on retail subjects, 
and (10) establishing the division 
as a source of authority on retail 
newspaper advertising. 

Out of these policy points, Mr. 
Giesen said, have developed the 
weekly “Retail Memo” newslette: 
and monthly selling kit for news- 
papers. Problems in preparing the 
newsletter and selling it, and pre- 
paring stories for trade publica- 
tions, were explained by Kar! 
Moore, Gordon Grant and Mary 
E. Lasher of the retail division. 


¢ | Buying MARKET 
FOR Your DIeset PRODUCT 


* Complete coverage of a 
big Diesel industry where pur- 
chases are now being made 
for more heavy equipment. 


Edited and Published by REX W. WADMAN 
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Coke Bottlers Sign 


High School Game 


in Three Cities 


New York, Jan. 23.—Local Coca- 
Cola bottlers in Boston, Philadel- 
phia and Oakland, Cal., this month 
started radio coverage of local 
high school basketball and football 
games, at the same time issuing 
comparative weekly ratings for all 
teams in those states through ar- 
rangements with the Scholastic 
Sports Institute Ltd. 

The bottlers’ new sports cam- 
paign is heard in Boston on 
WHDH, Thursday afternoons; in 
Philadelphia on WIBG, Friday 
evenings, and in Oakland on KLX, 
Tuesday and Friday afternoons. 
Between-halves periods of the 
games are available free to the 
schools or community activities. 

Comparative ratings on all high 
school and football teams are dis- 
tributed weekly by the bottlers 
to schools in and around the three 
cities. The ratings, with the broad- 
cast games of the week in a center 
box, are prepared by Richard C. 
Dunkel, known for his national 
football ratings, who is director 
of the institute’s scholastic statis- 
tical bureau. 

Eleven Coca-Cola bottlers have 
also signed with the institute for 
the rating service on high school 
basketball and football games in 
Camden and Phillipsburg, N. J.; 
Bethlehem, Pa.; Mansfield, Akron 
and Springfield, O.; Ft. Wayne 
and Terre Haute, Ind.; and Dan- | 
ville, Champaign and Decatur, Il. | 
| 


Armstrong Cork Adds 
Several to Staff 


John Roberts has been appoint- 
ed art director of the advertising 
and promotion department of 
Armstrong Cork Company, Lan- 
caster, Pa. Arthur Rudy, formerly 
control manager, has been named 
assistant production manager and 
Charles Groff has been named as- 
sistant art director in charge of 
photography. Howard Worner, re- 
cently released from military serv- 
ice, has joined the art direction 
section. 

Others rejoining the staff after 
military service are John Wicks 
and William Early. Carl Palmer, 
with McGraw-Hill Publishing 
Company prior to his war service, 
has joined the production section. 


Plans Expansion 

Chef Boy-Ar-Dee Quality Foods, 
Ine., Milton, Pa., has announced an 
expansion program for its food 
processing plant and office build- 
ings. The plan includes a new 
laboratory and new services to 
farmers who cultivate tomatoes 
used in Chef Boy-Ar-Dee food 
products. 


. | 
Moves to ‘Pageant’ 
Bernard O’Donnell, formerly as- 
sistant circulation manager of 
Harper’s Magazine, has joined 
Pageant as subscription manager. 


FROM THE OUTSIDE 


Home-carrier-delivery 


Bayonne family 
tion 


subscrip- 


, More circulation among 
Bayonne families than all 
New York and Hudson 
County evening newspapers 


combined 


"HE BAYONNE TIMES 


NEW JERSEY 
BOGNER & MARTIN 
Sales Representatives 


YEW YORK CHICAGO 


Hall Starts Own Firm 


Bertrand W. Hall has resigned 
as secretary of the American Tariff 
League, New York, to establish his 
own firm, offering business advis- 
ory and public relations counseling 
in New York. 


Schnacke Formed 


Schnacke, Inc., Evansville, Ind., 
has been formed by Fred C. 
Schnacke, president, and has pur- 
chased from Servel, Inc., the de- 
signs and rights to make and sell 
10 to 50-ton electric refrigeration 


and air conditioning compressor 
units formerly manufactured by 
Servel. Manufacturing will be 
handled by Schnacke Mfg. Corpo- 
ration, Evansville. Sales will be 
made to distributors and contrac- 
tors who will install the complete 
units on the job. 


Ups del Mercado 


Carlos V. del Mercado, export 
manager of Majestic Radio & Tele- 
vision Corporation, St. Charles, 
Ill., has been advanced to assist- 
ant sales manager. 


Appoints Braitsch 


C & M Mfg. Company, Provi- 
dence, R. I., manufacturer of boxes 
for the jewelry trade, has ap- 
pointed Arthur Braitsch, Advertis- 
ing, Providence, to handle its ac- 
count. 


Schofield to WFIL 


Arthur C. Schofield, former as- 
sistant advertising manager of the 
home instrument division of Radio 
Corporation of America, has been 
named promotion. director of 
WFIL, Philadelphia, handling all 


35 


advertising and sales promotion. 
He succeeds Malcolm MacPherson, 
who has joined McCann-Erickson, 
New York. 


DEALER NEWS 


Weekly Automotive Trade Newspaper 

Covers the 11 Western States 

. .. Ist in California (rated 2nd in Retald 
Sales, lst in Auto Registry) 

. Ist in Los Angeles County (rated 8rd is 

Retail Market Area, Ist in Automotive 


Market) 
. . « lst to Service Stations, Car Dealers, Ante 
Renair Services in 11 Western States 
Main Office — 1700 West 8th St., Los Angeles 14 

San Francisco (5), 690 Market St. (4) 


ROBABLY you'll not recall, but in the days when 
Julia Marlowe was playing “When Knighthood 
Was In Flower’, and such names as Maxine Elliott, 


Ethel Barrymore, Maude Adams, John Drew and 


Ellen Terry were as current as today’s Frank Sinatra 


or Bing Crosby, Len Shaw began to wear out theater 


seats in Detroit as dramatic critic for The Detroit 


Free Press. 


During these forty four years, Len has witnessed 


a literal revolution in theatrical vogues. He has 


noted the coming and the passing of the true giants 


of the footlights, as well as some of its “‘pygmies”’. 
He saw the first faint flickers that marked the inaus- 


Che Detroit Free 


*LEN SHAW 
Dramatic Critic 


picious beginning of the huge motion picture indus- 
try. He has noted the changing tastes in entertainment, 
in characterization, in performances and presenta- 
tions that four decades of criticism ushered in. 


Time, therefore, has lent to the criticism of Len 
Shaw a mellowing and a seasoning and a coloring 
that marks the touch of the master craftsmen. There- 
fore what he writes carries conviction and commands 
respect in 400,000 Free Press homes. 


Len Shaw is one of those writers on the editorial 
staff of this newspaper whose honesty and brilliance 
of work has aided immensely in making The Free 
Press best-read, best-liked and most-wanted in Detroit. 


JOHN S. KNIGHT, PUBLISHER 


A DYNAMIC PAPER 


SERVING 
DYWAMIC is 


Press 
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ous 
Admen>x the 


Armed Forces 


Lt. Comdr. Henry Lyman, has 
been named assistant editor of 
Salt Water Sportsmen, a seasonal 
weekly newspaper published by 
Outdoors magazine. 

Harold M. Talman, after two 
years with the Seabees in the Pa- 
cific, has joined the production de- 
partment of Geare-Marston, Phil- 
adelphia. He was with Container 
Corporation before the war. Lt. 
Rebert Einstein has joined the 
agency’s research department. 

Lt. Ed Brennan, after 43 months 
of active duty with the Navy, has 
returned to the Chicago sales staff 
of Aero Digest. 

Lt. Col. Adrian Murphy, execu- 
tive director of television for the 
Columbia Broadcasting System in 
May, 1942, 
when he en- 
tered the Signal 
Corps as a lieu- 
tenant, has re- 
joined the net- 
work as _ vice- 
president and 
general execu- 
tive. 

Col. Murphy 
joined CBS in 
1936 as an as- 
sistant to the ' 
vice - president, Adrian Murphy 
and in 1939 became head of tele- 
vision activities. ; 

After more than four years in 
the Army, Maj. Raymond J. Frisch 
has joined Bruce, Richards Cor- 
poration, New York direct mail 
firm, as vice-president. 

Lt. Col. Ernest V. Heyn, who 
left Macfadden Publications, New 
York, more than three years ago, 
has returned as editorial consult- 
ant with supervision of new maga- 
gine projects. When he entered 
the Army, Col. Heyn was editor- 
in-chief of Liberty, then Macfad- 
den-owned. 

After more than four years in 
the armed forces, Capt. Sheldon F. 
Beriow has returned to Lewis Ad- 
vertising Agency, Newark, as ac- 
count executive and media di- 
rector. 


Klein Rejoins FC&B 


Nat Klein has returned to the 
media department of Foote, Cone 
& Belding, New York, after three 
and a half years with the Army air 
forces. 

Maj. J. Milnor Roberts Jr., 
senior aide to Lt. Gen. Leonard T. 
Gerow during the invasion of 
France, and formerly a Detroit 
sales engineer, has been appointed 


For 

Coverage of 
North Carolina’s, 
No. 1 Market— 


sales manager of Sykes Advertis- 
ing Agency, Pittsburgh. 

David H. Harris, recently re- 
turned from flight duty with the 
8th Air Force, has joined the crea- 
tive staff of S. R. Leon Advertising 
Agency, New York. 

George Mason, recently separ- 
ated from the AAF after three 
years’ duty, has been appointed di- 
rector of information for American 
Locomotive Company, New York. 

Howard E. Bahr, after four 
years’ Army service, has rejoined 
Corning Glass Works, Corning, 
N. Y., to succeed Thomas F. Rob- 
ertson, resigned, as manager of the 
public relations department. 


Joins Syracuse Group 


Capt. Gwen E. Davis, for the 
past three years public relations 
officer of the Rochester, N. Y., 
Ordnance District, has been named 
publicity director of the Manufac- 
turers Association of Syracuse. 

Lt. Col. Paul E. McElroy, after 
nearly four years’ service in the 
maintenance section of the AAF, 
Washington, has been appointed 
vice-president of Chek-Chart Cor- 
poration, Chicago. Prior to the 
war he was advertising manager 


of Ethyl Corporation and had been 
with BBDO and Lord & Thomas. 

Lt. Comdr. Leon Seelig, USNR, 
recently returned from Japan, has 
rejoined Shaffer - Brennan - Mar- 
gulis Advertising Company, St. 
Louis, as account executive. 

Lt. William G. White, USNR, 
after three and a half years with 
the Navy, has rejoined Erwin, 
Wasey & Co., Minneapolis, as ac- 
count executive. 

Maj. Edward C. Raleigh, for the 
past five years with the Army, has 
rejoined Honig-Cooper Company’s 
Seattle office staff as an account 
and copy executive. 


To Shaw Company 


Capt. F. J. Moss, who served 
four years with the Army Med- 
ical Administrative Corps, has 
joined the Shaw Company, Los 
Angeles, as an account executive. 
He operated his own agency before 
the war. 

John S. Lloyd, after two years’ 
overseas service with the Army, 
has rejoined WTHT, Hartford, 
Conn., as program director. 

Lt. Robert R. Nadal, Naval fly- 
ing instructor, has resumed his 
duties as sales manager of Culver 


Aircraft Corporation, Wichita, 
Kan., following his recent dis- 
charge. 

Lt. Comdr. John R. Parrott, 
after three and a half years’ serv- 
ice with the Navy, has joined W. F. 
Coleman Company, San Francisco, 
publishers’ representative. Prior to 
his war service he was connected 
with Curtis Publishing Company 
in San Francisco. 

J. Neff Wells Jr., with WOC, 
Davenport, Ia., before entering the 
Army in 1941, has been appointed 
advertising and public relations 
director of the Des Moines district 
for Standard Oil Company. 

Jack L. Sugg, recently returned 
Navy lieutenant, has joined the 
Portland, Ore., staff of MacWilkins, 
Cole & Weber. 

Lt. Comdr. William Lee, after 
three and a half years’ Navy air 
service, has rejoined McCann- 
Erickson’s Los Angeles office to 
head its food accounts service 
group. 

Three Rejoin Harper 


Three veterans who rejoined 
George Harper & Associates, Chi- 
cago, are Lt. George W. Harper, 
who takes over as sales and pro- 


Advertising Age, January 28, 1946 


motion manager; Corp. Bruce A, 
Iversen, who resumes as industria] 
designer, and Lt. Monroe Glazer, 
USNR, who becomes advertising 
and merchandising manager. 

Lt. Charles R. Kelley, released 
from the Army Air Corps after 
two years’ service, has rejoined 
Kroger Grocery & Baking Com- 
pany, Cincinnati, as a member of 
its advertising staff specializing in 
newspaper advertising. 

Lt. Gene McGuire has returned 
to the Iowa Daily Press Associa- 
tion as director of sales after serv- 
ing two years in the Navy. Harold 
C. Forrester will continue as as- 
sistant director of sales. 

William A. Bartel, partner of 
John A. Cairns & Co., New York, 
has resumed his duties as account 
executive after receiving his Army 
discharge. 


Named Ad Manager 


Comdr. L. Allen Morris, recently 
returned from active duty with the 
Navy, has been named advertising 
and sales promotion manager of 
_- Mfg. Company, Atlanta, 

a. 


Al Parke, discharged recently 
from the Army Tank Corps, has 
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ANNOUNCING THE POCKET-|SI 
MAGAZINE OF 


THE 


Originally Established and Proven in Actual Service to the Real Travel 
Market, as a Hotel Directory Only... Lowest Cost Inquiry-Getter in the 
Travel Field, Reaching a Hand-Picked Readership with Money to Spend 


‘Lea, the American public is travel hungry. 
The newspapers, the general magazines, the transpor- 


tation interests, are all stressing this story. 


What is more, the numerous postwar travel maga- 
zines now being announced are a conclusive indica- 
tion that the travel business 
dustry before the war 


now predict. 


We welcome these new travel magazines into the 


travel field. 


For ten years, we have quietly worked with the 
American Hotel Association, the Administration, and 
the great railways, airways, highways and seaways 
to bring about an aggressive and continued ‘Travel 


America” promotion. 


a $6,000,000,000 in- 
will probably attain the 
$10,000,000,000 annual postwar volume which many 


And the rising tide of postwar travel promotion, now 


offering encouragement to those who would like t: 


travel, have been vaguely thinking of traveling or are 


planning to “take a 


long trip some day,”’ is filling 


a deep promotional need. 

But this is not the whole travel story. What people pri 
marily want to know is where to go, how to get ther 
what to take, where to stay, and what the cost will be. 


There is one travel magazine, among them all, which 


really renders to the actual traveling public, in pocket 


size, this real travel-information service. Brings it 


compartment. 


right to the traveler in his hotel room or his home, 
for stowing in his traveling case or his automobile 


its name is, and has been for many years, the Travel 


America Magazine Guide. 


NOTE: We publish two periodical bulletins which are available gratis .o those interested in travel development, when requested on your business letterhead 
The News Letter “lo,” providing last-minute travel news digest to hotels, banks, stores, service stations, travel agents and the like; and ‘*€ ‘ommunity 


bf 


Figure 
consum 
Travel . 


The ho 
picture. 
informa 
guests. 
money 
luggage 
cessorieé 
Now wl 
Magazi 
orders, 
90%-pl 
than 45 
line inf 
federal 
reaus a 
This is 
cream 
market 
your a 
Americ 
sively b 
the ‘tre 
Let’s te 
Magazi 
to this 


WHEE 
section 
travel « 
points 
Articles 
methoc 
events, 
‘amous 
hows 
ments, 
mous d 
nobbie 
vround 
inetroy 
HOW 
chart | 
cities, | 
mobile 
airport 
-a’s W 
VHA’ 
ng an 
VHE] 
ormat 
VHA' 
rips, 
metho 


sooster, 
Publicat: 


sag 
= | PC 
: 2 Po 
Sires | 
Pos | 
: 
7 
ae 
fe.” 
a __ 
ne a a ER A A RR A RRR eR EL RG RR A RR A NR NN 
he 
= e Da ee. /} 
- “in : oh . : mat I 
; ‘i sigs y] 
| or f 
pee “aad : a 
= | —. Be 4 a } 
ee | “ae , es: pm ; a an HH} 
pare Ly } 
! fo i aa ss eo {/ 
ie — os ONT EI SPRING CUARre, 1945 } 
cae of Be os ‘ 128 p, 1 
i Se | A 2 “ Sa Fis h Sr — Rates e Classige, Section i} 
Bere | - 7 Resor, Section’ ang Spas ais, Mee Fe aa a } 
eet i A , vibedure on fave] Events Pode ee | 
oat Lif he oe ‘ Mae Eng ot 3 ing Nutshey) ata ‘as ‘ ff / 
t bak = si 4 BY How Ts of Iterest by Town, M< Classi”, Section | 
Sica me fis y we tice cote Tm 29 / 
ee ge cia a Box 3 the ave; Gir; Is wy ne ae wes. | 
es ss -* ‘ Ting es 
Ste ae ge os 7 7 taping Aitting Mileay’ ang Time Charts, States ie Je i} 
“ : ae ae S e. Be — Railway Milear @ng Time Char, by State, retar . - /) 
se - ae si Bus Miles. ang Time Char, by State, ‘ ea 
a at o e - iiss i a Raltomopnat Miles, ang Time Char, by State; fag 38 ] 
CaO i —— j ree: ee : seistereg tS for p oer 39 , | 
a ee i aes eit Be Pores or "IVate Flyer. Ses 4 | 
: eo wie fe egal ta ai Re, ee ; reringried Mus; in the Usa | mat fs o } 
i ats ci Ae a mi ys a. F The Farmer! Musey,, ae Bt : 7 a. ~~ ee 48 / 
ae ie ae in ae New Gamo. Giri, of he Bair. + & 
a i ps Bi : Nations; Parks Map tg ‘= ae 56 / 
a ‘ mm Pe é : oe io P i Moto, ang Ligue, Law, by State, oS Classifg', Sec4ig6? / 
ges a as ° 
a | Boer Be oi j 
2 es Be _ : ; 
aa . es ee - WH te G ee 'Ow to Ge, ghere / 
a. eyes ss Beso 4 oS i€ aos F Rak, ee je ae ad co 
= | "oe _ Ra Wh ee 6 Bay 4 
a } * ; 204 pf? ‘ = ss iy edb ae sit ve : x x We a ; }] 
| Rr 3 4n “Ney, Saks "lon we yy 
; . cat? en, Tra ve, Y 
” " . ae 4 a : ae — — If 
ig Pas poe 
a oe stg i 
ee bobs 
ree 
: ee 
- | 
= 
ha t _———— Pe 
St. ) a 
ig : ee a _ 
Z Y 
SS Z Bp 
SS = , ay 
: ss —— eS est 
4 et 


IV 


Advertising Age, January 28, 1946 


joined the L. A. Darling Company, 
Bronson, Mich. He was a display 
equipment designer with Walt Dis- 
ney Productions prior to the war. 

Clayton E. Ellis, after serving 
with the Navy as a lieytenant, has 
joined the New York business staff 
of Iron Age. Prior to the war he 
was assistant advertising manager 
of Elastic Stop Nut Corporation. 

Owen Smith, after serving three 
years with the AAF, has rejoined 
Leo Burnett Company as manager 
of the agency’s Los Angeles office. 

Robert A. Kline, recently dis- 
charged from the Navy and previ- 
ously with U. S. Steel, has joined 
the copy staff of Beaumont, Heller 
& Sperling, Reading, Pa. 

Rita A. Ficchi has joined Na- 
tional Analysts, Inc., Philadelphia, 
as assistant to the managing direc- 
tor, after three and one-half years 
in the Wac where she served as 
a major. 


Two Rejoin B&B 


Latest ex-servicemen to return 
to Benton & Bowles, New York, 
are Larry Dunham, Naval Air In- 
telligence officer in the South Pa- 
cific, who will work on the Gen- 
eral Foods account, and Don Wat- 


erous, former Army sergeant with 
European service, who rejoins the 
media department to work on the 
Florida citrus account. 

Capt. Stevens P. Jackson has re- 
joined the WMCA, New York, sales 
staff after an absence of five years 
in the Army Coast Artillery Corps. 

Lt. Comdr. Robert A. Low, who 
spent four and a half years in the 
Navy, has joined the advertising 
staff of The Saturday Review of 
Literature. 

Capt. William S. Meyerson, who 
left Gimbel’s department store, 
New York, in 1942 and served 31 
months in the Southwest Pacific, 
has rejoined the store as advertis- 
ing manager. 


Return to Ciba 


Comdr. A. Douglass Brewer is 
back at his post as advertising 
manager of Ciba Pharmaceutical 
Products, Inc., Summit, N. J., after 
three and a half years in the Navy. 
Major Frank H. Pratt, with the 8th 
Air Force, has rejoined Ciba as 
domestic sales manager. 

Edward Kaylin, just out of the 
Army, has joined Deutsch & Shea 
Advertising Agency, New York, 


search. Before entering service, 
he was for five years director of 
the bureau of smaller stores for 
the National Retail Dry Goods As- 
sociation. 

New production manager at 
Royal & de Guzman Advertising, 
New York, is Frank C. Beckert, 
recently discharged from the 
armed forces. 

Back at McCann-Erickson, New 
York, as assistant account execu- 
tive is Capt. James Rankin, Army 
air forces pilot for three and a half 
years. William Donald McNeill, 
recently a Naval lieutenant, has 
joined McCann-Erickson’s foreign 
department. 

Gail G. Phillips, Navy pilot for 
the past five years, has joined the 
public relations staff of Pennsyl- 
vania - Central Arlines, Washing- 
ton, as promotion manager. He 
was formerly with Pittsburgh 
newspapers and with Young & 
Rubicam. 

John V. B. Sullivan, WNEW, 
New York, sales promotion man- 
ager when he entered the Army 39 
months ago, has returned to the 
=" as a member of the sales 
staff. 


lieutenant commander, and before 
entering the Navy with the mar- 
ket research department of Young 
& Rubicam, has joined the re- 
search department of Curtis Pub- 
lishing Company, Philadelphia. 

Lt. Col. Brice Disque Jr., re- 
cently released from the Army air 
forces, has been named manager 
of the radio production department 
of Compton Advertising, New 
York. 


Brennan Appointed 


William J. Brennan, recently 
discharged as an Army air forces 
captain, has joined the New Jersey 
Stoker Corporation, Newark, as 
public relations director. 

Arthur A. Bailey, recently dis- 
charged from the armed forces, 
has returned to his post as vice- 
president and general manager of 
Ward Wheelock Company, Phila- 
delphia agency. 

Julius Joseph Jr. is back at 
Franklin Bruck Advertising Cor- 
poration, New York, as media di- 
rector, after 46 months in the 
armed forces. 

Back at Donahue & Coe, New 
York, are Andrew De Francesco, 


where he will be in charge of re- 


John F. Maloney, formerly ajin the art department, after two 


SIZE CONSUMER-SERVICE 
“TRAVEL AMERICA’ BUSINESS 


Figure it out, and see why this magazine of actual 
consumer-travel service is the basic magazine of the 
Travel America industry: 


The hotel sits right in the very middle of the travel 
picture. It is the natural place for distributing travel 
information—to its community and to its transient 
guests. What’s more, every hotel guest per se, has 
money not only for hotel travel and living, but for 
luggage, clothing and all the appurtenances and ac- 
cessories travelers use. 


Now while several thousand copies of Travel America 
Magazine Guide are sold each year through unsolicited 
orders, its circulation of 200,000 copies annually is 

%-plus, controlled—right in the guest rooms of more 
than 450 leading hotels, plus selected travel agents, air- 
line information bureaus, railroad information bureaus, 
federal departments, state commissions, local travel bu- 
reaus and American Embassies abroad. 


This is the circulation which represents the very 
cream of the American traveling public. A moneyed 
market, an active market, a luxury market, which 
your advertising can reach in no other way. Travel 
America Magazine Guide is read and consulted exclu- 
sively by people who are traveling now or are directing 
the **travel trade’’—right this minute. 


Let’s take a look inside the covers of Travel America 


Magazine Guide, and see what services it really gives. 


to this luxury travel public: 


WHERE TO GO: Directory Information on resort- 
sections and spas; fish and game charts, schedule of 
travel events, motor and liquor laws by states, main 
points of interest and railroads by towns. Magazine 
irticles on restorations, festivals, new transportation 
methods, bird sanctuaries, resorts, sports and sports 
events, industrial show places, gardens, hatcheries, 
‘amous eating places, health resorts and spas, animal 
hows and events, bridges, hotels, housing develop- 
nents, architectural attractions, historical sites, fa- 
mous dams, dude ranches, modern highways, outdoor 
nobbies, Indian tribes, national and state parks, play- 
vrounds, educational institutions, public works and 
inetropolitan theatres. 


HOW TO GET THERE: Airline mileage and time 
chart by cities, railway mileage and time chart by 
cities, bus line mileage and time chart by cities, auto- 
mobile mileage and time chart by cities, registered 
airports, and an 8-page special section showing Amer- 
‘a’s whole system of airports for private-plane flying. 
VHAT TO TAKE: Clothing, luggage, hunting, fish- 
ng and camping equipment, camera equipment. 
VHERE TO STAY: 128 pages of detailed hotel in- 
ormation and rates. 
VHAT’S THE COST: Tipping schedules, cost of 


rips, comparative costs by various transportation 
methods. : 


Here you see the full, concentrated scope of a travel- 
consumer service magazine—the only one of its kind 
in America. * * * * 


EDITORIAL STANDING: Travel America Maga- 
zine Guide is edited by Edward Hungerford, whose 
writings and activities have had to do, for many 
years, with travel and transportation. He began his 
career as reporter on the Rochester Herald; was con- 
nected with the Wells-Fargo Express, the old Waldorf- 
Astoria and the New York Central Railroad. He 
created the Iron Horse Show for the Baltimore & 
Ohio Railroad, Wings of a Century at the Chicago 
Exposition, Parade of the Years Pageant at the 
Cleveland Exposition, Railroads on Parade at the 
New York World’s Fair and A Century on Parade at 
Rochester. He is the author of many books on travel 
and transportation and is now Educational Director 
of the Travel America Society, Inc. 

* « * * 


FINALLY: Bear in mind that Travel America Maga- 
zine Guide is an established, proven travel publication. 
It has had the lowest cost per-inquiry in the entire 
travel field, and is the most important advertising 
medium in the great postwar travel market. 


ADVERTISING INFORMATION: Published 
quarterly, pocket-size. Contract rate for four 2-page 
spreads within one year, $1600; $400 more for stand- 
ard second color. Single issue spread $700, black-and- 
white. Page rates on application. 


To “Travel America’ without the Travel America 
Magazine Guide is unthinkable with the sophisticated 
traveling public. And to advertise to the ‘Travel 
America” public without Travel America Magazine 
Guide, should be just as unthinkable to America’s 
advertisers and their agencies. 


TRAVEL AMERICA MAGAZINE GUIDE 


| An Ahrens Publication 
| Also Publishers of 


* * 


| HOTEL WORLD REVIEW—Founded 1875 


The Weekly Newspaper of the Hotel Industry 


HOTEL MANAGEMENT—Founded 1921 


| The Monthly Know-How Business Publication for Hotel Executives 


RESTAURANT MANAGEMENT—Founded 1919 


The Monthly Business Publication for Restaurant Executives 


Ahrens Publications Inc., 71 Vanderbilt Ave., New York 17, 
N. Y.—333 N. Michigan Ave., Chicago 1, Ill. Representatives: 


Blanchard-Nichols Osborn, 805 C & S National Bank Bldg., 
Atlanta 3, Ga.; Blanchard-Nichols, Russ Building, Suif® 2020, 
San Francisco 4, Calif,; Blanchard-Nichols, 448 South Hill St., 


Los Angeles 13, Calif. 


sooster,”’ for the benefit of those who are giving their time and energies to the improvement and promotion of their communities. Write Ahrens 


Publications Inc., 71 Vanderbilt 4ve., New York 17, N.Y. 


37 


years overseas; David J. Wasko, in 
the outdoor department, after al- 
most three years’ service, and 
Robert M. Jenove, in the media 
department, after 28 months over- 
s€as. 


Join ‘Companion’ 


New members of the Woman’s 
Home Companion advertising sales 
staff are Thomas M. Peirsel, re- 
cently with the Navy, and Webster 
Blanchard, recently released from 
the Army air forces. 

Lt. W. R. Gerler, USNR, since 
1942 on active duty as a Navy air 
combat intelligence officer, has re- 
joined Investors Syndicate, Min- 
neapolis. He will edit the com- 
pany’s magazine, “The Broad- 
caster,” and will be assistant ad- 
vertising manager. 

Comdr. Thomas H. Carmody has 
been named assistant advertising 
manager in the San Francisco dis- 
trict for McGraw-Hill publica- 
tions. He was associated with 
midwestern electrical engineering 
publications prior to the war. 

Admen returned recently to the 
Chicago Tribune staff include 
James V. Brown and William 
Kenefick, copy and art offices; Tom 
MacVicar, Wallace Bates, Tom 
Mullaney and Lyman McBride, na- 
tional advertising; Richard 
Schmitt, Joseph Franza, Ken Wood, 
Ray Kelly and Fred Miller Jr., re- 
tail advertising; Harry Wise, Ern- 
‘st Bettiswroth, James Cunneen, 
Tom Hogan, Harry Low, Bob Cal- 
dorne, Francis Carey, Gilbert Deu 
and John Morrison, advertising 
order, and Ed Corboy, John Wynn, 
Al Copeland, Ken Clayton and 
Richard E. Coyle, business survey. 


To Simpson-Reilly 


Sidney F. Smith has joined the 
Los Angeles sales staff of Simpson- 
Reilly Ltd., after returning from 
the Pacific area where he was a 
eaptain, Army Ordnance Bomb 
Disposal. . .; 

Maj. Gen. Elmer E. Adler, after 
37 years of military service with 
the Army, has retired to accept the 
vice-presidency of Aerovias Bran- 
iff, Mexican associate airline of 
Braniff Airways. 

Lt. Col. Philip C. Friese, after 30 
months in the Pacific with the 
Army, has joined Criterion Serv- 
ice, New York. 

Capt. Robert L. Roth Jr., after 
four years with the AAF, has 
joined Byer-Rolnick Company, 
Garland, Tex., as director of radio 
promotions. He was Texas State 
Network program director and a 
Dallas advertising agency owner 
prior to the war. 

Capt. A. J. Reiner, after four 
years with the Army Signal Corps 
in Europe, has rejoined the pro- 
duction department of Krupnick 
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of general advertising originating 
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& Associates, St. Louis. 

S/Set. Robert L. Brown, USMC, 
after nearly four years’ service. 
has joined the staff of Allied Ad- 
vertising Agency, Cleveland, as ac- 
count executive. He was general 
sales manager of Reynolds & Rey- 
nolds Company, Dayton, before the 
war. 

Capt. Robert J. Lind, in service 
since 1940, has joined Jones 
Frankel Advertising Company, 


Chicago, as contact man. 

Lt. Col. Robert R. Burton, after 
three and a half years with the 
Army Service Forces, has joined 
Young & Rubicam, Chicago, as ac- 
count executive. 


Rejoins Atlanta Agency 


Lt. Howard Axelberg, who 
served with the Navy, has rejoined 
Liller, Neal & Battle Advertising 
Agency, Atlanta, Ga., as a member 


IN THE TIRE 


BUSINESS 


FIELDS the NUMBER ONE 


TIRE REVIEW 


Your Market Place for 


Tires and Tubes Auto Supplies Hardware 
Batteries Radios Wheel Goods 
Spark Plugs Home Appliances Sporting Goods 
Brake Lining Housewares Travel Supplies 
Tire Chains Paint Supplies Automobiles 


TIRE REVIEW 


Published at Akron, Ohio, for 44 years 
for the tire and super service stations 
31 N. SUMMIT ST., AKRON 8, OHIO 


Los Angeles—J. H. Tinkham, 1406 S. Grand Ave. 
Phone Richmond 6191 


and ALLIED 


PAPER is 


of the research staff. 

John D. Beverly Jr., in research 
work before the war and recently 
released after four and a half 
years’ service with the AAF In- 
telligence Section, has joined 
Y&R’s research staff in Chicago. 

Maj. Ray B. Deane Jr., after five 
years in the Army, has rejoined 
the sales staff of Theodoro Adver- 
tising Service, New York. He was 
on the national advertising staff 
of the New York Post before the 
war. 

George L. Randall, with Selznick 
Studio since his release from the 
Navy last September, has been 
named advertising manager. 


Paterson Returns to ABC 


Lt. Kent Paterson, on terminal 
leave from the Navy where he 
spent two and a half years, will 
rejoin ABC Feb. 4 as manager of 
the Pittsburgh office. He was for- 
merly in the Detroit ABC network 
sales office. 

The following six ex-servicemen 
are back at their old posts at Haire 
Publications, New York: John 
Fleming, advertising manager of 
Crockery & Glass Journal; Oscar 
Lande, on the advertising staff of 
Infants’ & Children’s Wear; Wil- 
liam H. Grady, on the advertising 
staff of House:Furnishing Review; 
Monroe Gersten, managing editor 
of Crockery & Glass Journal; and 
Jim Menditto and Sal Mastro, on 
the staff of Haire Directories. 

Frank Ford, recently discharged 
after three years in the Navy, has 
joined the service staff of Federal 
Advertising Agency, Inc., New 
York. 

Lt. Richard W. Battan, recently 
released from the Navy, has joined 
Export Advertising Agency, New 
York. 

After three and a half years in 
the Army air forces, Maj. Theo. 
dore Rosenwald Jr., has rejoined 
L. H. Hartman Company, New 
York, as executive vice-president 
of the agency. 

After four years’ service, John F. 
Doyle has rejoined McGraw-Hill 
Publishing Company, New York, 


,as assistant on advertising sales 


for Welding Engineer. He was 
production manager of Mill Sup- 
plies, another McGraw ~- Hill pub- 
lication, for six years before enter- 
ing the Army. 


Names Cornell 


Paul Cornell has been engaged 
by Owen & Chappell, Inc., New 
York agency, as consultant on 
copy and public relations. 


O’Connor to Eldean 


David O’Connor, formerly with 
Theodore R. Sills & Co., Chicago, 
has joined the Detroit office of the 
Fred Eldean Organization, public 
relations firm. 
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Plans Sun Watch Drive 


Johanson Mfg. Corporation 
Boonton, N. J., plans to advertise 
its new sportsman’s sun watch anc 
compass, the Boyd Sun-Time, in 
business papers, direct mail and 
with insertions in Field & Stream 
Fur-Fish-Game, Hunting & Fish- 
ing, Outdoor Life and _ Sport: 
Afield. Kotula Company, Nev 
York, is the agency. 


Appoints L. W. Ramsey 


Pan American Food Product: 
Company, Chicago, has appointed 
L. W. Ramsey Company, Chicago, 
to handle the advertising of its 
— and vegetable juice prod- 
ucts. 


PHOTO-ENGRAVERS 


FRA 


0804 


COLLINS 
MILLER & 
HUTCHINGS 


207 N. MICHICAN AVE. 
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Dig Persistently Into the 
Darned imPortant Info re 


D.P.I.'s vitamin concentrates. 


Decidedly Pertinent Is, this year, the question of 


Dependable Potency In food fortifiers. 


Doubly imPortant it Is, too, that you get the 


Dope Practically Immediately! 


Direct, Persuasive vitamin copy usually means 


Doggone Productive advertlsing! 


Don’t Put It off: write 
D.P.I. today. 


i DISTILLATION PRODUCTS, INC. 


755 RIDGE ROAD WEST, ROCHESTER 13, NEW YORK 
570 Lexington Ave., New York 22, N.Y. + 135 South La Salle St., Chicago 3, Illinois 


“Oil-Soluble Vilamin Headguarters”’ 
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Higgins Renews 
Ads Cut Off 


in Labor Trouble 


New Orleans, Jan. 23. — All ad- 
vertising contracts of Higgins In- 
dustries, Inc., canceled when the 
corporation closed its strikebound 
plants, are now in the process of 
being renewed for the newly- 
formed corporation, Higgins, Inc. 

Contracts for the advertising of 
pleasure boats and other Higgins 
products, although cancelled by 
the old company, had not run out, 
and the renewals are expected to 
be in contract form in time to 
ensure continuity of national ad- 
vertising. Bauerlein Advertising 
Agency, New Orleans, handles the 
account. 

Gravier St., the “Wall Street” 
of New Orleans, reports that the 
new corporation has been receiv- 
ing gratifying results from its of- 
fering of $12,000,000 worth of 
shares. Several New Orleans 
underwriters have had a large 
share, but the chief underwriter is 
Van Alstyne, Noel & Co., New 
York (AA, Jan. 14). 


Sanger-Funnell Shifts 
Agency Personnel 


Sanger-Funnell, Inc., New York, 
has announced the following ap- 
pointments: William W. Horine, 
formerly on the editorial staff of 
American Machinist and during 
the war with one of the large air- 
craft corporations in an engineer- 
ing capacity, has joined the com- 
pany’s staff of account managers; 
Miss Lee Ferguson, formerly on 
the copy service staff of Chemical 
Engineering Catalog and Metal In- 
dustries Catalog, has been placed 
in charge of preparation of cata- 
logs, bulletins, and sales promo- 
tion pieces; August J. Thee, after 
more than two years’ Navy serv- 
ice, returns to his duties as pro- 
duction manager in charge of 
printing, and John P. Corrado, 
who served as production man- 
ager during Mr. Thee’s absence, 
has been appointed production 
manager in charge of magazine 
advertising. 


Mayor on WMAQ 


In a new series of quarter-hour 
broadcasts, Mayor Edward J. Kelly 
of Chicago will be heard over 
WMAQ at 9:45 p.m., CST, — 
nights, beginning Jan. ' 
titled “Mayor Kelly Reports,” the 
programs will deal with problems 
of governing a city of 4,000,000 
persons. The current housing sit- 
uation will be discussed on the 
first broadcast, followed by such 
subjects as city budget, crime, 
public health, etc. 


Appoints Lamport 

Lamport, Fox, Prell & Dolk, 
South Bend, Ind., has been named 
to handle the advertising of Asso- 
ciated Engineers, Fort Wayne, Ind., 
management consulting company. 


500,000 


STOCK PHOTOS 
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Opens Chicago Office 

Francis W. Brown, president of 
Home Book Publishers, San Fran- 
cisco, has opened offices in Chicago 
at 30 N. La Salle St. T. A. Walt- 
ers, formerly with McGraw-Hill 
Publishing Company, has been ap- 
pointed midwestern advertising 
manager. 


Appoints Barrett 
Francis J. Barrett has been ap- 
pointed sales manager of the bak- 


ery foods division of Henry & 
Henry, Buffalo. 


Holophane Names Horner 


Merritt Horner, formerly New 
England sales manager of Holo- 
phane Company, New York, has 
been appointed manager of the 
company’s sales promotion depart- 
ment. 


Nagler to Bob White 


R. E. Nagler, formerly vice-pres- 
ident of Freezer Foods, has joined 
the Bob White Organization, Chi- 
cago, food industry consultant, as 
a specialist in retail frozen food 
distribution. 


Forbes Joins Haire 


C. C. Forbes, formerly with 
Star-Forbes, Syracuse, | ae 
agency, has joined Haire Publish- 
ing Company, New York, as assist- 
ant to the promotion manager. 


Hanson Advanced 


Richard L. Hanson has been ap- 
pointed vice-president in charge of 
the export division of McKesson 
& Robbins, New York. He was 
formerly vice-president and man- 
ager of the company’s Providence, 


R. I., division and president of the!§ 


McKesson Liquor 
Rhode Island. 


the company. 


Mr. 
ceeds John T. Stebe, who retired 
Jan. 1 after 53 years’ service with 
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Company of 
Hanson suc- 


THE LETTER ‘SHOP, Inc. 


431 S. Dearborn St., 


Chieago 5.1Mlins 


1G YEARS. 


CONTINENTAL STEEL 


hea Covered a Lot of Poulley Fawm Builedinge. 


through 
advertising in 


You can't afford to leave a “Two Billios 


POULTRY TRIBUNE 


1930 to 1946 .. . What a lot of history 
those 16 years cover! Right through the 


depression and the war-torn years that 


Dollar Hole” in your Farm Magazine Schedule. 


1944 gross farm income from Poultry and 


Eggs was $2,689,000,000. (Source U.S.D.A.) 


followed, Continental Steel has adver- 


tised consistently in Poultry Tribune. The 


Continental people knew what was 


a) 


PS 


Your FARM Magazine List is Not Complete vitheat 


MEMBER: AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, Ill. 
Representatives—New York: Billingslea and Ficke—Chicago: Peck and Billingslea 


and have shared 


going on in this $2,000,000,000 industry 
in its expansion. 


Continental Products stand high in the 


favor of that large and prosperous farm 


=f) group who subscribe to Poultry Tribune 
. America’s Leading Specialized 
FARM MAGAZINE. 


500,000 Circulation 


TRIBUNE 


America's Leading Specialized FARM MAGAZINE 
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of Highest Rated Lumber Dealers 

51 24% name American Lumberman as their 

. first choice among national lumber 
dealer trade papers. 


Lumber dealers were asked their preference for national lumber 
dealer trade papers. 765—or 75.22°/, of votes were for one of 
the three national lumber dealer trade papers. American Lum- 
berman received 51.24°/, of the first choice votes—overwhelming 
proof of its editorial leadership. Send for a copy of the detailed 
report of the survey. 


STANDINGS OF THE THREE NATIONAL LUMBER DEALER TRADE PAPERS 


First % of Votes 
Choice for National 


. Votes Trade Papers 
American Lumberman 392 51.24 
Publication B 226 29.54 
Publication C 147 19.22 


American Sumberman 
139 N. Clark Street, Chicago 2, Illinois 
Published every other Saturday 


Graybar Names Two 


S. V. Reiss, former director of 
research of the Grocery Manu- 
facturers’ information council and 
previously with the OPA, has 
been named manager of commer- 
cial research for Graybar Electric 
Company, New York. Also named 
by Graybar, as communications 
sales manager, is Burton R. Cole, 
recently in the Army and pre- 
viously Pacific Coast broadcast 
sales manager for the company. 


Sutton Ups Neubauer 


R. A. Neubauer, formerly New 
York district manager of Electrical 
Equipment, published by Sutton 
Publishing Company, New York, 
has been appointed assistant to 
the publisher. He will continue to 
head the New York district. 


‘Allied Products to Evans 


Evans Associates Company, Chi- 


..Leago, has been placed in charge of 


the foreign adyertising of Allied 
Products Company,’Chicago, man- 
ufacturer of rust removal com- 
pounds used by exporters of steel 


commodities. 


Case to Allied Liquor 


Frank H. Case, former director 
of community relations for Man- 
hattan District (atom bomb proj- 
ect) of the U. S. Engineer office 
in Oak Ridge, Tenn., has been 
appointed southern educational di- 
rector of Allied Liquor Industries, 
Inc. He will work in Allied’s de- 
partment of industry self-regula- 
tion, of whieh John J. Sullivan, 
former deputy police commissioner 
of New York City, is director. 


Two Join Fairall 

Ben Marshall, formerly head of 
Modern Arts Studio, Des Moines, 
has been named assistant produc- 
tfen manager of Fairall & Co., Des 
Moines agency. John McLaren, 
recently released by the Army, 
has returned as account executive. 


Dormeyer to Browne 


Burton Browne Advertising, 
Chicago, has been named to handle 
the advertising of Dormeyer Cor- 
poration, Chicago, manufacturer of 
electrical household appliances. 
Advertising: will feature the com- 
pany’s new electric juicers. 
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Inland Daily Press 
Association, 62nd midwinter con- 
vention, Congress Hotel, Chicago. 

April 2-5. American Manage- 
ment Association, packaging ex- 
position, Public Auditorium, At- 
lantic City. 

April 23-25. American News- 
paper Publishers Association, an- 
nual convention, Waldorf-Astoria 
Hotel, New York. 

April 23-25. National News- 
paper Promotion Association meet- 
ing, Waldorf-Astoria Hotel, New 
York. 

May 22-25. Associated Business 
Papers, spring conference, The 
Homestead, Hot Springs, Va. 

May 23-25. International Affilia- 
tion of Sales :and Advertising 
Clubs, annual convention, Wm. 
Penn Hotel, Pittsburgh. 

May 26-29. Advertising Federa- 
tion of America, 42nd annual con- 
vention, Milwaukee. 

June 20-22. National Industrial 
Advertisers Association, coOnven- 
tion, Hotel Claridge, Atlantic City. 


No-Worry to Scheck; 
Expands Advertising 


No-Worry Chemical Company, 
Newark, manufacture. -of No- 
Worry blue white washing fluid, 
has appointed Scheck Advertising 
Agency, Newark, to handle its ad- 
vertising. The initial campaign has 
been set up to run every week 
throughout 1946 in a list of daily 
newspapers. Dealer helps and 
other cooperation are included in 
the promotional plans. 

In the near future, radio adver- 
tising will be added and other 
territories will be opened as pro- 
duction facilities are increased. 


WTCN to Erect Antennae 


Atop Foshay Tower 

WTCN, Minneapolis, has signed 
agreements with Baker Properties, 
Inc., to erect FM and television an- 
tennae atop the Foshay Tower in 
Minneapolis. The antennae will 
reach 80 feet above the top of the 
building, which is 448 feet high. 
It will cover an FM radius of 84 
miles, serving 1,500,000 persons, 
according to C. T. Hagman, vice- 
president and general manager of 
WTCN. 


G-F Promotes Three 


General Foods Sales Company, 
New York, has promoted Willard 
F. Paul, George Rader and W. 
Lloyd Kater. Mr. Paul, formerly 
district sales manager at Okla- 
homa City, has been appointed to 
the newly-created position of sales 
promotion manager for special 
coffees and Jersey cereal prod- 
ucts. The Jersey cereal division 
promotes the G-F Jersey brand 
and private label brands. Mr. 
Rader, district sales manager at 
Denver since 1943, succeeds Mr. 
Paul, while Mr. Kater, who has 
been supervisor of training for the 
company at New York, will re- 
place Mr. Rader. 


Boyce Leaves Treasury 


Howard H. Boyce, head of the 
newspaper advertising section of 
the U. S. Treasury’s war finance 
division since October, 1944, has 
resigned to become promotion 
manager for General Newspapers 
ne with headquarters at Macon 

a. 
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Send for your copy of this report showing the 


details of the greatest year in advertising s 
which PARENTS’ MAGAZINE hos ever had. Z 
— 
J 
PARENTS’ INSTITUTE, INC ~ 
/ ° an 
PARENTS’ MAGAZINE BABY CARE MANUAL + YOUR NEW BABY - SCHOOL MANAGEMENT 
The Porenty’ Junior Quality Group: 619 WORTH MICHIGAN AVE. “SW 
‘ CALLING ALL GIRLS + POLLY PIGTAILS + CALLING ALL BOYS - TRUE AVIATION PICTURE -STORIES t —s 
\ TRUE COMICS + REAL HEROES + SPORT STARS + FUNNY BOOK + CALLING ALL KIDS CHICAGO 11 -DEL. 6300 Q, 


KEEP. WORTHY BOOKS + PREDICTIONS .. By EXPERTS 


52 VANDERBILT AVENUE, NEW YORK 17, N. Y. 
BOSTON - CHICAGO - SAN FRANCISCO - ATLANTA 


C4 
/} + 
770y yay 


= 
Re ERASE SR go a a Fi Se £ 
~ ULE LEE L : 
= he | 
re ' | 
Se 
js 
Be 
ie asi 
: SS : 
" 
oe | 
ie 
i | | @ 
Pg 
a . 
ae " IE a 
a \ bod Eee Seay 
oo We. 
a e Daag oe PRBS or oan 2 (aire ok a ree 
ee hie” Bs Seg Ste ica eanate ae ee ey onmerer 
/ sy ree eT Ra aaa a ee OPE aera Meee aR eee eay! 8S GA ees He 
ee ee ee ~ « ot — \eeeeeee SMM Ga ae eee Fete eas. ee herp s. 
en Bie «Si = ; \\ SERPS Ok A eee I vis, 
ee ’ : \\\Wasrace ae ee PEA ee DN rT OC eS 
ae F \ epi Sica 28 Le ee seater csc Yee: AG. Re 
a MA se 
‘ae be 7 RENMEI \Gisisemti ronan en ESSN 
, i aia MA Vist 
wink ele aa ; \ ase STUY RS LBs 2 kg ees he ar 
ae A oe 
3 ‘ i j \\ NA eign ty he . be ae i Ar =, ee Ao esas Pies ts ena! 
ti ¥ d re \ tit ile: $7 09 ia Bu - sTieee eae 
it ; | SEE SP Siege ne as a 
oa Rohe ibis: aa, <a iiss ‘ \\\\¥ Ie toaieatt tees Brieteioe ns fewise. aN £ a ‘ Red ‘ae 
aa De aa vie a ee Nc 5 Pea a edie SSE ea RS 
rite it ie ee | ae \\\\ FRRRRRURED ane ere mM RAAT SY 2 
a 2k. ate} a >i », a. a“ [the f '° 
mney ot es oe : Ae Stal ° \\\\ ERE PR bg OARS tnt R en aC ee een 
ae Be tst a BU | \\eeteteiesr tert NC ce 
Si Sank 5 a an Z gat a aa \\\ VERGO ES eee NOR eS CR Meh aa PL ok” 
7 + See Bins: Hieram 4 Sa RE ey aS x 3 Na or ‘Osa 
aby it~ ii Oe WY es Sy rn Re Rh os a 
. 7, pts Veta A. % ; a oe : ra : \ ey 5 ¥ uy are 7h Res hee 7, 
eT ko ie eas : se ° i 5 ere \\\ ia ie iS eS FTI SA ee ir 
pail » atte, re, °F Pe \ ut Sista Ie Net 5 Dy ea a ON ea a 
ee Vi iw» .\ ..'— a 
Sra od eae “We ‘ Babe Sua aaa erate a SS tant rate he ee Detar Yi 27)": Nessa 
a Pee, + nt foe at ai EAS ee te AS Fk iS, ae 
’ . a0 id ae Se i, aes: = VERT \S By = may \ OSS + pers ge sei 3 3° : 
e op a - ee kh ) 
: : 3 peeee has fig i coe ~ eee \ Sas o % bet cid - wt GO a r i cs hee +3 see. Cip. ¢ 00 
<n . er, [Aa 4 beet Sst &e Be fae: ‘ian hele aia = 4 eh arog pni< 3S ie a ‘ al ot *, are at : 
be bn oe Lake | oe eels Fhe ; : Se , Re BN oe apes bes CU/g», Eien 
Eine aS Se (pe: PES a ex Be a ae cee ae Saas Fe ae a lo 
. sie ae ey Ergin see ie ‘ en a patie ra e % ina avy vent Sy hee Spite ath, pre n 
a pi Pod POS ROI se RE en ne Pr ee ee a ne sane "a , BY he A Gin Nee ee eee oon 
RE : Beh ; pit ies eens Nang i oath ead ao a ts F i. ee Gin pak Ae 
mr, SP) ak Or heel arate? oe gee TR SS ee on 
eee | aa , a MAGAZINE Wh 
wv fs 4 aie pee = a - , |_| 
¥ ¥ RMP So or 4 sah i: an at eee _——— - 
: WE ane a — CIRC Ny 
a Pe het 28) | Akt us eed cee 
-. é 7 egep ape ae * - = TOY 
d F ' a si = i ’ = ernie de 950000 TU \ | TLL te 
* : 0 - 25% gh see. of Ds — ‘. 
: gg) 42Veens¢ —e LU gannee [\ \s? es 
oe dt Annuel To), REVEN we AA ate i (I \/ Abe, 
- senate! Toy REVENUE op ee /_\ \« 
| Rac fa The Pusj;,, "ARENTS: “ 4 
Ap er: Bay $00,009 Ublishe,,: s MAGaz 790000 | \ M\ \ | Sart 
meee Osi $3.400,009 ‘formation Burecy INE nu Ae 
ene oe 3.300.000 soma | | y | 
ry i Yip. ’ $3,200 
m' : iA fs 800 nul j 
& ¢ F [c2s& 616 ap errr iit i 
= DF [S25 Sis aoveen ct 
i , ope Y sp SED ’ ee, 
ae a 4% $2,700 _ ACE IN yi a ck cad 
=. my ie nan PLy 1945 s pon | | A a 
as. oi oo 424 s Ps y, ty 
ea x $2.500,000 SCHO ne ooo nu a 
YD Sm aoc ano Sf MB Ac 
: . 2 $2,200,009 ADVE bow 
RT ooo 
| #20 ‘sees, —T] fm ey | | y nan 
Mateo ; $2 100.009 FH] . ae /\ \ \ 
aie ea $2,000, io _ nul ‘ nue 
= = A ie 
Bo s00 000, TB aN ys aes Ly a nue 
ye Si» Ao + r 
> 0 00 H fig! Ma 
rs ~ fy nae , 
4 BS f aay 2 fi. + isch guee : A ri 
bs ; $1,400,009 = £BUTs, 4 350 000 rTLy Anu FLL 
bee = 7 pee 
ni a f ; 51.209 a ~ ra bee so iat i 3 300 000 / na 
| ne a aan 
cad r -- 
| nme HY ieee lf TLL 
4 ¥ 900,009 ry | pes bate . \ . qanenne 
2a 5 800,009 e in Be ve Re, Jat a 190 009 A 
7 * 700-009 a aa H i} aan seis 4 ri - 
| 5 $0,009 a aa s L] PReEy sore eee si WiLL nam ih ie 
a 900009 aa * fed pads ESAS ve LU Tam am ayy a3 —_—* 
. 5 400 Be ea MAD AOS as a an om a ten on ee 
2 + ence THA eos ee z 
MIST ccoes tin aa 
ns EH FAAP * FH] Meg f433 ci " I oie pi as ie : \ 
; hee Tu" Re eT LN eT DEY rome _ gye™ ‘ 
AT ey THA HF a wee id a ae ; a — 
TH Hp es 
= > iimaee 
VA 
’ 
is 
4 a a 
| NY Ro 
f 
Ree i: aS ae ee es 4 ; ~ vin ce bd he, Sere gn en . wy -t ie 7 % i ical, he athe Ls. ei . Stee et ” = : Soa 4 % + “2 i cue eS a ‘een ed ; ae cb ee 


on & Automotive Digest’s 73,000 Paid Circulation leads all other publications 
a. in the Automotive Field. 
fr. 
as . . . . . 
he Editorial leadership, something for every reader every month is respon- 
"e- e . 5 ° ‘e . . 

sible for Automotive Digest’s Paid Circulation Leadership over every other 
i publication in the Automotive Field. And paid circulation is responsive 
e 
at circulation — circulation that causes your cash register to ring. 
1as 
4 For the most thorough coverage of the $3,000,000,000 automotive mar- 
on 

ket, on the largest page size, at the lowest rate per thousand use 
, a 
. Cludonowve 
a 
ad 73.000 paid today and still growing. 
— all Ld 
oa 35.000 total circulation. 
~ Bg 

NEW YORK CHICAGO DETROIT LOS ANGELES 


_ Reom 2007, Paramount Bidg., 1501 Brood Beard of Trade Bidg., 141 W. Jackson Blvd. 403 West Sth Street 


The Majority of Independent. 
Service Shops Choose... 


Agee 


Scud torthis 
new FREE booklet. 
describing the fertile | 
 $3,000,000,000 

independent service 


CINCINNATIE 
i 22 East 12th Street ‘ 
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This 
Takes Copy Cub to Task 


for Bowles Comment 


To the Editor: For what I am 
about to write, I will, I am sure, 
be chided either for lacking a 
sense of humor or for not knowing 
that Chester Bowles really is one 
of “Copy Cub’s” very best friends. 

In either event, may I say that 
the simile in this week’s “Rough 
Proofs” about Jack Benny and 
Chester Bowles is both snide and 
malicious. To quote, just in case 
you would rather forget it: “‘T 
can’t stand Jack Benny because’ 
letters have been sent in by over 
200,000 people, who he hopes will 
prove that he’s just as unpopular 
as Chester Bowles.” 

“Copy Cub” might take time 
off soon from being a “Cub” and 
find out what millions of American 


wage earners think about this man 
who has done so much to save 
them from absolutely uncontrolled 
“black marketing,” 
greediness of some profit-hungry 
manufacturers and merchants, and 
from the vicious squeeze of hurri- 
cane inflation. 

He might even check with many 
patriotic business men who, recog- 
nizing that the nation’s welfare 
is more important than temporary 
profits and that attention to this 
welfare is the surest road to the 
surest profits, have cooperated 
with OPA and its administrator, 
Chester Bowles. Ask them how 
Bowles rates in their popularity 
ranking—and be prepared to find 
out that he stands smack up in 
the top bracket. 

Or, if that requires too much 
effort, “the Cub” ought to ask his 


. Letters ar 


from _. the} 


e welcome. 


wife. If she has to count pennies, 
as sO many millions must, she'll 
know how Bowles stands in her 
estimation—when she thinks about 
what might have happened to her 
pocketbook in the grocery, meat- 
market, department store, and at 
the landlord’s office, if there hadn’t 
been a Chester Bowles to stand 
firm against the on-rush of in- 
flation. 
STANLEY Moss, 
The Moss & Arnold Company, 
New York. 
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Asks for Book of Job: 


They're Gone Now 


To the Editor: Yes, I would like 
you to send me a copy of the illus- 
trated edition of Job offered in 
your issue of Dec. 10. 

There are elements of grim 


95.6% Home Coverage 


The need to know what and where to buy is first importance 


to the 120,000 consumers living in the A.B.C. Troy City 


Zone — so important that this need is a great factor in the 


steadily increasing postwar circulation of The Record 


Newspapers. 
With 95.66 
Zone. The Reeord 


dailies, give you sales-action coverage in ONE 


big market at ONE low cost of only 12c per line. 


Newspapers, Troy’s only 


home coverage of the Troy City 


Y RECORD . 


IM 


Circulation of The Record 
Newspapers: 41,496 
Publisher's 
Months Ending Sept. 30, 


A B.C. 
Statement for 6 
1945. 
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humor in the Book of Job, and it 
should lend itself to vivid illustra- 
tion; but if the job has been done 
right, there should also be much 
food for serious thought. Certainly 
it is a timely theme for these days 
of apparent moral black-out in the 
world of commerce and industry. 
CHARLES B. Forp, 

American School Publishing 

Corporation, New York. 

[Editor’s Note: Almost 100 read- 
ers have written in for copies of 
the Book of Job which was men- 
tioned in connection with this 
publication’s printing difficulties. 
Actually, ADVERTISING AGE did not 
distribute a specially illustrated 
edition of the book to its editorial 
staff. It did, however, manage to 
locate a limited number of copies 
of a vest-pocket edition and send 
them out to the first inquirers. 
These copies now are exhausted, 
so the offer no longer holds. ] 
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Asks ‘Stern Code’ 
for Distributors 


To the Editor: As an expert in 
the affairs of the business world 
are you aware that the nation as 
a whole is facing a merchandising 
scourge during the postwar period 
which threatens to have worse ef- 
fects upon the buying public than 
the wartime black market? 

The unfair competitive methods 
practiced by some distributors are 
discriminatory against the legiti- 
mate channels of trade which have 
made extensive investments of 
time and money to maintain the 
distribution system under which 
the public has enjoyed products of 
volume production at lower costs. 
Some of these unscrupulous 
practices which threaten to under- 
mine the reputations of ethical 
distributors are “backdoor  sell- 
ing,” preferential discounts for 
select dealers or “purchasing 
groups” and price cutting. The 
trend among some factories and 
special discount houses to sell di- 
rectly to dealers who carry no 
stock, furnish no services and 
have minimum investments could 
easily break down established dis- 
tributor-dealer trade relations. 
Under these circumstances the 
feeling of distrust for all distribu- 
tors, honest and otherwise, steadily 
growing among the public is a 
natural outcome. If legitimate dis- 
tributors fall under the pressure 
of this unfair competition, we say 
that America faces one of its worst 
inflationary periods in its history. 
As president of Bickford 
Brothers of Rochester and Buf- 
falo, distributor of electrical ap- 
pliances, and chairman of the re- 
cently formed “Honest Distribu- 
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tion” committee, I say that we must 
combat and eradicate these “evils” 
with a stern code of business 
ethics. Distributors in all lines 
should be encouraged to join the 
fight by adopting and adhering ty 
a policy which will offset all un- 
fair practices detrimental to rep. 
utable distributor-dealer chan- 
nels. 

What do you think about these 
evil distributive methods and their 
effects on business? 

PAUL WOLK, 

President, Bickford Brothers, 

Rochester, N. Y. 
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Calendar Scores Hit 


To the Editor: I am sending 
you separately one of our 1946 
calendars known as the Old World 
Wisconsin calendar. We think it 
is a brand new calendar idea and 
that it is being well received is 
proved by the letters reaching us 
daily from our customers all over 
the country. 

For some years our company has 
issued a calendar carrying repro- 
ductions of kodachrome photos of 
outdoor scenes in various parts of 
Wisconsin. That calendar, too, was 
always well received. This year, 
however, we are trying this new 
twist which combines the color 
of kodachrome reproduction with 
a little local nationality theme. 

Our company manufactures 
packages and packaging materials 
for protective packaging of foods 
and our customers are food proc- 
essors in all branches of the field 
—dairy, baking, frozen food, de- 
hydrated foods, cereals, confec- 
tionery and similar lines. 

O. E. Lyons, 

Advertising Manager, Mara- 

thon Corporation, Menasha, 

Wis. 
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Hasn't Promoted Pen 


To the Editor: It has just been 
brought to my attention that your 
issue of Dec. 10 carried the state- 
ment: “Thus far Reynolds has 
employed no direct advertising of 
its own, but has relied on the 
announcement copy of department 
stores and other retailers, includ- 
ing Gimbel Brothers, New York, 
Sears, Roebuck & Co., the W. T. 
Grant Stores, Walgreen drug chain 
and Mandel’s department store 
here.” 

Just for the purpose of the rec- 
ord, Mandel Brothers has never 
advertised the Reynolds pen at 
any time. 

SIDNEY J. NATKIN, 

Vice-President, Mandel 


Brothers, Chicago. 
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Miller, Petrillo 
Meet, Forecast 
Radio-AFM Amity 


Chicago, Jan. 22.—The radio in- 
dustry and union musicians were 
looking forward today to eventual 
harmony, following a meeting here 
at which the groups’ leaders ex- 
pressed confidence that current 
differences can be overcome. 

Principals at the meeting Friday 
were Justin Miller, president, Na- 
tional Association of Broadcasters; 
James C. Petrillo, president, 
American Federation of Musicians; 
Joseph A, Padway, general coun- 
sel, AF of L and AFM, and Ed- 
ward M. Kirby, NAB public rela- 
tions counsel. 

Following a three-month study 
of the radio-musician problem, Mr. 
Miller wired the AFM president 
on Jan. 9, asking that the two meet 
here to talk and reach “a com- 
mon ground for understanding.” 
Mr. Petrillo wired in reply, that 
the problems could be discussed 
before the union’s international 
board on Jan. 18. 


Accepts Offer Promptly 


Mr. Miller had often said he 
would like to know the AFM’s 
side, but airing the industry side 
before the union’s international 
board was a new union twist. 
Nevertheless, his acceptance was 
prompt, and his reception by the 
board was cordial. 

Mr. Padway set the meeting’s 
theme of good will when he intro- 
duced Mr. Miller as a negotiator 
without peer. 

No less amicable was Mr. Pe- 
trillo, who nevertheless still had 
his eye on the ball (as well as on 
the Lea bill— HR5117—which 
would make it a penal offense to 
force hiring of musicians), when 
he indicated that plans for nation- 
wide AFM negotiations are under 
way. 


‘On the Dotted Line’ 


Mr. Miller said, “There is no 
reason to think that fair-minded 
men, ready and willing to find an 
equitable basis for mutually satis- 
factory relations, cannot ultimately 
resolve the problems on the dotted 
line rather than the picket line. 

“I feel certain that the millions 
of American radio listeners will 
join us in this common purpose to 
settle our problems in conference.” 

Denying that he is hard to deal 
with, Mr. Petrillo said, “I’m very 
willing to go along. We want no 
strike, but only 275 stations hire 
live music. The rest do not. Many 
stations that accept chain programs 
should have staff musicians.” 


MatMatic Begins Drive; 
Gibson Also Names Hill 


The MatMatic Home Appliance 
Corporation, Long Island City, 
N. Y., will spend from $200,000 to 


$300,000 through Hill Advertising, | 
New York, to promote the Mat-| 


Matic Fully Automatic 
iron, first appliance in the new 
MatMatic line. Good Housekeep- 
ing, Motion Picture, Movie Story, 
The Saturday Evening Post, To- 
day’s Woman and True Confes- 
sions have been 
early insertions. 
advertising also will be used. 
Hill 
appointed to direct national sales, 
distribution and advertising of 
Big Time popcorn, made by the 
Gibson Company, Harlan, Ia. 


G-E Promotes Roark 


Grady L. Roark, associated with 
G-E in various sales, customer re- 
lations and manufacturing capaci- 
ties since 1933, has been named 
sales manager of Musaphonic re- 
ceivers for the General Electric 
Company’s receiver division. He 
succeeds W. Hayes Clarke, who 
has been made sales manager of 
equipment tubes for the General 
Electric’s tube division. 


electric 


Sadler Named V. P. 


Ralph Sadler, who joined the 
agency as an account executive 
last October, has been made a 
vice-president of John Mather 
Lupton Company, New York. 


Frank Joins BMB 


Philip F. Frank, formerly in the 
business development department 
of American Broadcasting Com- 
pany, has joined Broadcast Meas- 
urement Bureau, New York, in 
charge of subscriber service and 
educational activities dealing with 


the use of BMB data by stations, 
advertisers and advertising agen- 
cies. 


New Vet Tabloid 
to Be Published 


The Combat Veteran, new 
monthly tabloid, will be pub- 
lished this month, Paul Branks, 
commander, department of Illi- 
nois, Veterans of Foreign Wars, 
has announced. Initial circulation 
of 50,000 will be mailed to all 
VFW members. 

W. W. Wick, Navy veteran of 


World War II, is editor and adver- 
tising manager. Offices of the pub- 
lication are at 53 W. Jackson 
Blvd., Chicago. 


Seeds Resigns Account 
Russel M. Seeds Company, Chi- 

cago, has resigned the account of 

Modern Maid Company, Chicago. 


Appoints R&R 


American Central Mfg. Corpora- 
tion, Connersville, Ind., has ap- 
pointed Ruthrauff & Ryan, Chi- 
cago, to handle its advertising. 


43 
To Frederick-Clinton 


Aristocrat Leather Products, 
Inc., New York manufacturer of 
Aristocrat Fifth Avenue and Inner 
Sanctum wallets and billfolds, has 
appointed the Frederick-Clinton 
Company, New York, to handle 
advertising. Business papers and 
national magazines will be used. 


Opens New Offices 

Palmer Bevis, Inc., public rela- 
tions counseling’ service, has 
opened new offices at 12 E. 41st St., 
New York 17. 
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STARTS SOONER in the SUNNY 
Lak 


SOUTH 
ING 


The Southern automotive trade starts spring 
servicing early. With gas and tire rationing 
over, millions of extra miles are being driven, 
and servicing this spring will be greater than 
ever. 


S.A.J.’s Spring Service Number in March 
reaches practically every Southern and South- 
western jobber and distributor — plus the ma- 
jority of important car dealers, garages and 
service station—in time for their heaviest buy- 
ing season. 


S.A.J., with 20,000 copies per month, offers 
the only adequate coverage of the automotive 
trade in the nineteen Southern and Southwest- 
ern states—serving one-third of the nation’s 
motor vehicles. A sure way to tell your sales 
story to the right people. Write today for res- 
el vations. 


FINAL FORMS CLOSE FEB. 21st 
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‘New Tools to Cost | 
Auto Industry 
$2,000,000,000 


Detroit, Jan. 22.—A $2 billion 
factory expansion program in the 
automobile industry has created 
the largest market in industrial 
history for new machines, tools, 
equipment and materials, Produc- 
tion Engineering & Management 
reports. 

A company-by-company survey 
made by the industry publication 
revealed that automobile makers 
envisage a 6,000,000 car-per-year 
output by spring, if manpower, 
materials and tooling problems are 
solved. The publication points 
out that this figure will be 33% 
higher than that of 1939. 


G-M’s Budget Largest 


Biggest share of the $2 billion is 
being spent by Ford, General 
Motors and Chrysler, but Nash, 
Packard, Studebaker, Hudson and 


‘of all, nears $643,000,000. 
|/expansion, nearly 


Kaiser-Frazer have also set aside 


huge sums for their 
manufacturing plans. 
General Motors’ budget, largest 
Ford’s 
three-quarters 
of which will go for machines and 
tools, has been increased from 
$175,000,000 to $200,000,000. Chrys- 
ler is spending $300,000,000, in- 
cluding $120,000,000 for new ma- 
chine tools and $140,000,000 for 
other manufacturing equipment. 


projected 


Two to Campbell-Ewald 


Campbell-Ewald Company, east- 
ern division, New York, has an- 
nounced acquisition of two ac- 
counts formerly handled by Geare- 
Marston: Schieffelin & Co., New 
York, for liquor products of the 
import division, and pharmaceuti- 
cal products, and the John Eichler 
Brewing Company, New York. 


Sells Biddick Interest 


Ralph L. Power has announced 
that he has relinquished his finan- 
cial interest in Walter Biddick 
Company, Los Angeles radio pro- 
gram producer and radio station 
representative. 


Elect Railway Admen 
at Chicago Session 


At a one-day meeting in Chi- 
cago Jan. 19, the American Asso- 
ciation of Railway Advertising 
Agents elected the following offi- 
cers for 1946: A. A. Daily of the 
Santa Fe, president; S. E. McKay, 
Baltimore & Ohio, 1st vice-presi- 
dent; H. B. Northcott, Union Pa- 
cific, vice-president, and A. W. 
Eckstein, Illinois Central, treas- 
urer. Postwar vacation travel 
problems were shelved at the 
meeting, in view of the current 
military transportation problem. 
Railway men say getting the 
soldiers home will continue to 
cause a packed situation until next 
summer. 


Timin Forms Movie Firm 


Carl L. Timin, who has resigned 
as chief of overseas motion pic- 
ture news operations for OWI, has 
formed the Carl L. Timin Motion 
Picture Company, with offices at 
Rockefeller Center, New York. 
The company will produce indus- 
trial, television and commercial 
motion pictures. 


Welcome back to 


1942 


until now! 


Back in 1934, when “Woody” 
his week-ends sailing on Long Island Sound, little did we 
think that eight years later he would sail off in command 
of a U.S. Navy subchaser—on North Atlantic convoy duty 
—and leave our Vice-Presidency as deserted as a ghost 
ship. But that’s exactly what happened on September 10, 


Woodward began spending 


and stayed happening, with various changes of duty, 


Today. however, our beloved Vice-President is back, and 
we've shot him right to Chicago to take over the manage- 
ment of that important office. The only trouble is that 
everybody in our New York Office, and many of the agen- 
cies and advertisers in Gotham, are pretty upset at losing 
Woody. However, we've already got the proof, at least so 


far as this lusty sailor is 
the heart grow fonder!” 


FREE & 


F anklin 6373 Plaza $-4130 


concerned, that “absence makes 


PETERS, INC. 


Pioneer Radio Station Representatives 


Since May, 1932 


CHICAGO: 140 N. Michigan NEW YORK: 444 Madisom Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 58 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg. 


Cadillac 1880 Sutter 4353 


F&P, 


Commander Russel Woodward! 
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Advertising Age, January 28, 1946 
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Ny POTSCHOAU 4 
pee ES Se ea os 
Though he doesn’t need it, Joe Guenther, with the Branham Co. 


in Chicago, has photographic proof that he gets around, and friends 
are kidding him about being in two places at once. AA’s Jan. 21 
“Photographic Review of the Week” showed Guenther attending 
the recent conclaves of food editors in Cincinnati and ad execs in 
Chicago. . 

Returning recently from Japan, Barry Faris, editor-in-chief of 
INS, reports that Brig. Gen. Ken R. Dyke is “the busiest man in 
Tokyo.” As chief of civil and military information on Gen. Mac- 
Arthur’s SCAP staff, Gen. Dyke is the key man in the control of 
Japan’s press, radio and other informational media. He supervises 
a large staff of Nisei and other interpreters, who review all pub- 
lications for anti-democratic trends, and coordinates the flow of 
democratic information and educational material to the population. 
In civilian life he served as chief of OWI’s campaigns bureau, ad- 
vertising and promotion manager of NBC, president of ANA, and 
ad manager of Colgate-Palmolive-Peet Co. and Johns-Manville 
Core... 


AS Rolo: 


ANGELINOS IN PHOENIX—Party-goers at the Pacific Advertising Associa- 

tion's conference in Phoenix were Fred Kerman, vice-president, Pacific Mutual 

Life Insurance Co. and vice-president of the Los Angeles ad club; Mrs. Kerman, 

hidden from view, and Mrs. Mills feeding her husband, Edward Mills, vice- 

president of Van de Kamp's Holland Dutch Bakeries, and president of the Los 
Angeles club. 


HUNGRY FIVE—Shown at a cocktail party held during the midwinter con- 

ference of the Pacific Advertising Association in Phoenix were, left to right: 

Don Belding, Foote, Cone & Belding, Los Angeles; Maurice Heaton of Williams, 

Lawrence & Cresmer, Los Angeles; Keller Cherry, just out of service; Don Clay- 

pool, Williams, Lawrence & Cresmer, and Paul Thiebald of J. C. Penny Co., 
Santa Barbara. 


Ken Bullen, Proctor Electric’s New York state mgr., had a recent 
narrow escape when his car skidded on ice in Buffalo and careened 
down a 30-foot embankment, turning over twice. The car can’t be 
repaired, but Ken suffered only a damaged knuckle. .. James M. 
Cecil, who heads Cecil & Presbrey, is chairman of the Comm. on 
Public Information of the Red Cross 1946 Fund of Greater New 
York for the 5th consecutive year. He holds a similar chairman- 
ship of the New York chapter of the Am. Red Cross. .. Ivey’ & 
Ellington’s v.p., Thomas M. Keresey, has been awarded the Legion 
of Merit for outstanding service as chief of the control div., Office, 
Chief of Ordnance, Detroit, and simultaneously, as ass’t chief, stock 
control div. .. Francis S. Murphy, publisher of the Times, Hart- 
ford, Conn., and Charles H. Conland, assistant publisher, Hartford 
Courant, have been appointed by Mayor Cornelius Moylan as mem- 
bers of a Hartford Development Commission of 28 men whose pur- 
pose will be to foster measures to keep industry in Hartford and 
attract new industries to the city. . . 

Lt. Col. Kenneth H. Constant, new eastern mgr. of the farm 
paper div. of Capper Publications, was awarded the Legion of Merit 
on Jan. 17 at military ceremonies held at the Office of Dependency 
Benefits, for meritorious services with the ODB from November, 
1942, to December, 1945. . . 

Edgar Kobak Jr., son of Mutual’s pres. Edgar Kobak, has joined 
the Newark Evening News’ new station, WBYN (Brooklyn), to 
become a disc jockey, going into the 9:30-10:30 a.m. spot. Young 
Kobak recently returned to his former post at NBC in the traffic 
div. of the int’l dept. following his release from service. . . 
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Fight on Co-ops 
Leads to Essay 
Awards, More Ads 


Chicago, Jan. 22.—More than 
500 small town newspapers will 
before long be carrying advertise- 
ments sponsored by four midwest 
and northwest wholesale coop- 
eratives and paid for by local 
farm cooperatives. 

The good-will drive, begun last 
August by the Consumers Coop- 
erative Association of Kansas City, 
already includes semi-weekly 70- 
inch insertions in CCA midwest 
territory, with 200 papers having 
about 400,000 circulation carrying 
the ads, and full-page ads in about 
200 newspapers, prepared by the 
Farmers Union Grain Terminal 
Association and Farmers Union 
Central Exchange of St. Paul, 
Minn. (AA, Nov. 12, ’45). 

About 100 additional papers are 
expected soon to carry ads being 
prepared by the Central Coopera- 
tive Wholesale of Superior, Wis., 
for members in Wisconsin, Minne- 
sota and northern Michigan. 


Both Sides Plan Awards 


Although the drives have been 
launched to counteract the hos- 
tility of the National Tax Equality 
Association, which is composed 
chiefly of small grain, feed, petro- 
leum, hardware and other business 
men competitive with co-ops, the 
co-op institutional ads for the most 
part are said to “avoid contro- 
versial subjects,” attempting 


rather to explain the history of | 
cooperative organizations and how | 


they operate. 
The Kansas City co-op organiza- 
tion, further to meet the NTEA 


opposition, has ‘announced = an 
essay-speech scholarship in _ its | 
nine-state area, with $5,500 in 


various scholarship awards to be 
made to rural young people. The 
tax equality organization earlier 
announced a $1,375 collegiate essay 
contest on the co-op question. 


Joins ‘Electronic News’ 


Ned Sommers, formerly with 
the New York Mirror and recently 
with Western Electric Company, 
has been appointed eastern repre- 
sentative of Electronic News, Chi- 
cago. 


EYE’ CATCHERS 


f ee eee ee ee oy 


;FREE!... mail this now! | 
j EV ERCATCHERS, inc. 10 E. 38th St,, N. Y. 16 


P case send FREE proofbook referred to in ad. 
\ obligations. 


Dennebrink Will Direct 
Bigelow-Sanford Sales 


G. C. Dennebrink, on terminal 


leave as lieutenant cOmmander 
from the U. S. Naval Reserve 
where he has served since 1943, 


and before that with Armstrong 
Cork Company, Lancaster, Pa., 
since 1922, has joined Bigelow- 
Sanford Carpet Company, New 
York, as sales manager. He suc- 
ceeds P. F. O’Neil, who has re- 
signed. James J. Delaney, vice- 
president in charge of sales, has 
also announced his resignation, 
effective in the near future. 

William N. Freyer, with Mont- 
gomery Ward & Co., Chicago, since 
1940 as assistant merchandise 
manager, and later merchandise 
manager of one of the company’s 
home furnishings groups, has 
joined Bigelow-Sanford as director 
of products. 


Family Circle’ Moves 

Family Circle will move to 25 W. 
45th St., New York, effective Feb. 
1. A feature at the new location 
will be a large test kitchen to pre- 
test all recipes recommended in 
the magazine’s food section. 


1,000 Newspapers 
Used by Santa Fe 
to Promote Movie 


Chicago, Jan. 24.—Using nearly 
1,000 newspapers, the railroad 
company radio crooners sing about 
—Atchison, Topeka & Santa Fe— 
is calling attention in 650-line ad- 
vertisements to M-G-M’s new pic- 
ture, “The Harvey Girls.” 

The M-G-M picture is based on 
the Harvey family whose restau- 
rants grew up with the Santa Fe. 
As the ads point out, “Today, the 
70-year-old Fred Harvey company 
—which has been under the man- 
agement of the same Harvey fam- 
ily for three generations—operates 
the dining cars on the Santa Fe 
and the Fred Harvey hotels and 
restaurants along the railroad.” 

With Judy Garland as one of 
“The Harvey Girls,” an oppor- 
tune scene is found in which to 
sing “On the Atchison, Topeka & 
The Santa Fe.” 

The railroad company’s ads fea- 


ture the picture title and Miss 
Garland, with modest use of the 
Santa Fe symbol. 


According to A. A. Daily, ad-| 


vertising agent for the railroad 
line, the advertisements were 
scheduled to break with the show’s 


premiere in Los Angeles Jan. 18. | 
Newspapers have been instructed | 
to run the ad when the picture) 


hits their city or town, with 400 
dailies in 380 cities and 670 weekly 
papers on the Santa Fe line to 
carry the copy. Window displays 
all over the system, similar to the 
promotion given the song last sum- 
mer, will promote the movie. 

Leo Burnett Company is the 
agency. 


Joins Reach Agency 


Diane Wheeler Hutchinson, for- 
merly vice-president of Tested 
Selling, Inc., promotion director 
of Primrose House, and publicity 
director of Revlon Products, Inc., 
New York, has joined the Chas. 
Dallas Reach Company, Newark 
and New York, as account execu- 
tive. 
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Markley Advanced 


Frank R. Markley, formerly 
manager of the company’s indus- 
trial products department, has 
been appointed general sales man- 
ager of Sun Oil Company, Phila- 
delphia. Ray H. Anders has been 
named to succeed him in the de- 
partmental post. Maximilian H. 


Leister, acting general sales man- 
ager, has been appointed general 
manager of Sun’s motor products 
department. 


Bliss to Donahue & Coe 


George E. Bliss, for 17 years 


with J. Walter Thompson Com- 
pany and Batten, Barton, Durstine 
& Osborn, New York, has joined 
the executive staff of Donahue & 
Coe, New York. 


MISSOURIS 2, MARKET 
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ST. JOSEPH NEWS-PRESS/ 
St.Joseph Ouzette 


THE AMERICAN BUSINESS 
MARKET IS THE LARGEST 
IN THE WORLD 


NATION’S BUSINESS 


188,918 
126,246 
-* 204,927 
456,640 


976,731 


Total 


Nation's Business 
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PrCTORIsT REVIEW 
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SEE THE NEW STARCH STUDY ON SUNDAY PICTORIAL 
REVIEW NOW ... CALL OR WRITE YOUR NEAREST HEARST 
ADVERTISING SERVICE OFFICE 


covering 5% million families in 10 major markets 
through the Sunday Issues of: 


_ New York Journal-A 


Baltimore American 


a itt A Sun-Telegraph 7 


Los Angeles Examiner © 
n Francisco Examiner — 


+Boston Advertiser 
| neereapelly 
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lhe Pay - Off af NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


HOW MANY TIMES CAN AN ADVERTISEMENT BE REPEATED? 


You probably have seen cer- 
tain advertisements repeated is- 


sue after issue in the same 
magazine for years. Is the ad- 
vertiser or agency placing the 
business toa lazy to write a 
new piece of copy, or can’t they 


4 Cerds, stationery, circulars, tags, labels, photo and movie 
titles, advertising, etc. Save money. Print for Others, 
ood Profit; easy rules sent. Raised Printing with any Kelsey press 
Junior Outfit 
and all details. KELSEY INC., 


$8. Senior outfits $17.38 up. Send for free catalog 
S$ 15, riden, Conn. 


write a more productive piece 
of copy? 

One of the classic examples is the small 
seven-line copy placed by the Kelsey 
Company, Meriden, Conn., headed “Print 
Your Own.” This copy has been repeated 
for more than 73 years with only slight 
changes in prices. Year in and year out, 
this copy produces replies at about the 
same cost per inquiry. 

Whether you can repeat the same copy 
frequently depends upon several factors. 

First, what circulation methods has the 
publication used to build its circulation? 
If the circulation is made up of a high 
percentage of newsstand sales, copy can 
be repeated very frequently as there is 
a high percentage of turn-over among 
newsstand readers. The same _ readers 
don’t necessarily buy each issue. It’s these 
turn-overs that bring new, responsive 
readers each issue. 

If the circulation is made up principally 


You Ought toKuow . 


On the second Sunday of October in 
1919, hundreds of Chicagoans who might 
otherwise have been out for joy rides in 
their new-fangled automobiles were at 
home, sitting out an all-day rain. Some 
of them were reading 
the Chicago Sunday 
Tribune, including the 
classified ads, where 
Newton E. Tarble, ex- 
baseball star, ex-sales- 
man of lithography, ex- 
lieutenant of infantry, 
was paying his good 
money to say that a 
young college man 
with sales experience 
was in search of a 
product of merit need- 
ing national distribution, and that he had 
a little money to invest, if he got a reply 
that showed sincerity of purpose. 

Tarble’s ad pulled 68 replies, and con- 
vinced him for all time of the efficacy of 
advertising. As he has progressed 
through sales managerships and vice- 
presidencies and presidencies, he’s never 
let advertising get out of his personal 
control, and today the visitor in Newt 
Tarble’s office looks at his host against 
a background of advertising roughs and 
dummies, over a pile of page proofs of 
the company magazine Tarble edits— 
personally—as part of his sales promo- 
tion system. 

Tarble’s choice of his 68 replies put him 
in touch with a man named Stanton Pal- 
ner, who had in his hotel room a green 
cloth upon which were spread out five 
tool handles and ten sockets—the 15- 
piece fore-runner of the Snap-On Tool 
Corporation, whose thousands of tools to- 
day fill a 96-page catalog. The 15 pieces 
looked like a good idea to Tarble. He 
could see that a profession of mechanics 
was bound to spring up along with the 
gasoline engine and other mechanical de- 
vices thrust upon America by World War 
| The country was getting ready to 
tep into the motor age, and it was going 

need tools. 

Tarble was the product of a small town 

Martinsville, Ill.—and had the mechan- 

al interests that come from what is 

urnalistically called the “typical Amer- 
an boy” background. He pitched ball 
tor the varsity at Eastern Illinois Normal 

‘hool, and as a result was hustled off to 

warthmore College, where again he 

itched for the varsity. He turned down 
‘ne glamor and excitement offered him 
by big-league scouts, and went to work 
lling lithography for the Ketterlinus 
Lithographic Mfg. Company, in Philadel- 


N. E. Tarble 


of subscriptions with a high percentage of 
renewal, once a reader hhas answered the 
advertisement he is usually a dead pros- 
pect for that offer for the remainder of 
his subscription. 

On the other hand, no advertisement 
can pull 100% response from any given 
circulation. If you get replies from one 
per cent of the total circulation, you can 
see you have plenty of prospects to work 
on. 

Another important factor is the type 
of proposition. Printing equipment is a 
standard item and is not affected by fads 
or changes in public tastes. Hence, it will 
stand constant repetition. 

Seasonable items or specialties fre- 
quently require changes in copy appeal 
to offset dropping off in results. The 
cream is quickly skimmed off the market 
and new copy, a new name or offer puts 
new life into fading propositions. 


e eNewton E. Tarble 


phia. When he returned to Ketterlinus 
after the war, he was moved to the Chi- 
cago territory. 

Today Newton E. Tarble is president 
of Jas. Barclay & Co., a sizeable frag- 
ment of the great Hiram Walker liquor 
dynasty. The story of Newt Tarble is the 
story of the distribution technique he de- 
veloped while vice-president and gen- 
eral sales manager of Snap-On, and which 
he is now applying with great success to 
the liquors of the Barclay company, 
backed up by compelling advertising. 

He is an outstanding champion of 
planned selling, with emphasis on special- 
ization, and he believes these can best be 
achieved by the employment of the 
wholesale distributor as a selling organ- 
ization. The major portion of this mer- 
chandising philosophy of his is a result 
of his experiences in setting up the spe- 
cialized distributor system for Snap-On 
Tool. 

To young Tarble, in 1919, the obvious 
way to merchandise a sock-wrench idea 
was through established distributors deal- 
ing with hardware stores, auto equip- 
ment, etc. But he soon learned that the 
distribution systems which were avail- 
able in those days weren’t fast enough to 
keep up with the horseless carriage. So 
Tarble and his partner took their 50- 
wrenches-in-one idea directly to the man 
who would use them. By the end of the 
first week they were both selling from 
20 to 35 sets a day, along the garageman’s 
gold mine on south Michigan Avenue. 

Two and a half months after they first 
met, Tarble and Palmer sat down with a 
map of the United States, and circled 20 
cities where they proposed to put selling 
branches. Tarble volunteered to do the 
sales organization, and Palmer took over 
the clerical, control, and production wor- 
ries, working with Joe Johnson and Bill 
Seidemann, who are now president and 
vice-president of Snap-On. 

Right after New Year’s Tarble took to 
the road with the city-encircled map, and 
ten days later had set up sales agencies in 
Philadelphia, New York and Boston, and 
had established the pattern for distrib- 
utorships which he has adhered to ever 
since: 

Pick young, alert, enthusiastic men who 
are willing and able to go out and hustle 
for sales...whether they have any capital 
to start with or not. Build up personal 
and company loyalties among these men. 
Make it worth their while to handle your 
line exclusively in its field, and to mer- 
chandise it actively and conscientiously 
day in and day out. Snap-On Tool Cor- 
poration, where Tarble is now a director, 
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was built on that system, is still using it, 
and today is one of the world’s largest 
producers and merchandisers of small 
tools. 

Tarble brought the system with him 
into the liquor business and since 1941, 
when he was made Barclay president, 
he’s been working it just as hard as he 
works at advertising. 

In 1938, Jas. Barclay & Co. bottled 
mainly a two-year bourbon and a two- 
year rye. They were principally “‘pour- 
ing whiskys” and the company needed a 
good prestige premium whisky—a light- 
bodied blend—for the market in the 
$3.50-a-fifth-or-thereabouts class. Seek- 
ing an adequate name in 1941 for what 
they hoped would be a _ distinguished 
blend, the distillery struck upon the idea 
of bringing to this country the name 
“Corby’s”, which for many years had been 
a premium whisky in Canada. In addi- 
tion to the new product the company also 
needed a sound merchandising executive 
to take that product under his direction 
and develop it nationally. Newt Tarble, 
who had then been with the parent com- 
pany since 1935, was the man picked. 

His sales in that first year in which he 
served as sales manager of Barclay were 
just under a quarter of a million cases. 

But by 1941, the last year during which 
whisky could be sold without wartime 
restrictions, Tarble sold just over a mil- 
lion cases, using the distributor policies 
he developed for Snap-On. 

Tarble has two merchandising theories, 
one for advertising, one for salesman- 
ship. Advertising, he believes, should 
above all things be interrupting. It 
should be big enough in size or in treat- 
ment to be seen in competition with other 
ads. The copy should be reasonable and 
believable, and it should be written the 
way people talk. 

Advertising should, in the Tarble school; 
put the selection of one product or an- 
other up to the reader as a problem which 
must be met. It should make people con- 
scious of the need for making a choice, 


and it should give logical and convincing 
reasons why the product advertised is 
worthy of being chosen. 

Tarble believes that the most effective 
salesmanship is that which is concentrated 
as closely as possible to the ultimate con- 
sumer of the package being sold. This 
belief led Tarble to the distributor system 
he uses, and it is in back of his insistence 
that his distributors’ salesmen cultivate 
intensively the market in their territories. 

Back in 1943 Tarble called in all the 
distributors in the central area, as a sort 
of test group, for purposes of a round- 
table forum on wartime operating prob- 
lems and postwar planning. That meeting 
was successful, so another sectional round 
table was held, followed by a third, all- 
distributor meeting. At these sessions 
Barclay and the distributors worked out 
solutions to the difficulties of trying to 
run a liquor business when Uncle Sam 
needed the alcohol. The distributors went 
home healthier and wiser, and now 
they’re ready to pay Tarble dividends in 
the sort of distributor sales a wise and 
healthy group can make. 

Tarble calls this sort of activity “col- 
lective thinking” and he exploits it to the 
fullest. He believes in associating with 
and surrounding himself with men who 
will accept and use an idea, no matter 
who originated it. He helps protect his 
personnel and his distributors from the 
losses that are likely to accrue from 
“pride of opinion,” and makes it possible 
for all of them to be equally well in- 
formed on the best methods of selling the 
Barclay brands. Tarble has, in effect, 
made an association of his distributors, 
and he calls it “The Barclay Family.” 

By meetings of the group together, by 
personal visits from Tarble himself as 
well as members of his sales organiza- 
tion, and by means of a monthly house 
organ, “The Barclay Family,” Tarble has 
made every distributor feel secure with 
the Barclay line and has developed dis- 
tributors to the point where they are vir- 
tually branches of the Barclay company. 


lhe Creative Wan? Corner 


It is only a relatively short time ago 
that the advertising agency acted pri- 
marily as a broker of magazine and news- 
paper space. And the method of payment 
to the agency, by the deduction of 15% 
from the publisher’s published rates, very 
naturally made it seem something less 
than a legitimate business. 

Whether or not Albert Lasker’s historic 
meeting with the Canadian Mounted Po- 
liceman who first defined advertising as 
salesmanship in print, actually was the 
seed from which the modern agency grew, 
is immaterial. 

The fact is that soon afterwards the 
advertising agency began to be a vitally 
important instrument for the business of 
mass selling. 

If there are still a few men who believe 
the agency to be not much more than a 
highly lucrative racket that somehow has 
come to be accepted, they must be very 
few. 

More important, they must know little 
or nothing about the agency business as 
it is known from the inside of the great 
corporations and the front-rank com- 
panies who are the clients of the 26 major 
advertising agencies listed last week in 
these pages. The term “major” being ap- 
plied to those agencies with $10,000,000 or 
more in volume in 1945, 

It is interesting to look at some of the 
advertisers who are represented by just 
the first twelve of these agencies—those 
with 1945 volume exceeding $20,000,000. 

On the list of J. Walter Thompson 
Company are Lever Brothers, Standard 
Brands, Eastman Kodak, Ford, Swift, 
Libby, Kraft, Wrigley, Shell, Pond, Par- 
ker Pen, Elgin Watch. 

Young & Rubicam also lists Lever, and 
General Electric, General Foods, Borden, 
Frankfort, Bristol-Myers, Metropolitan 
Life, Packard, Consolidated Vultee, Pull- 
man, Cannon, Royal Typewriter, Sim- 
mons Mattress, Singer Sewing Machine. 

Famous names on the N. W. Ayer & 
Son list include A. T. & T., United Air- 
lines, Boeing, Hawaiian Pineapple, Stein- 
way, Hills Bros., Yardley, Chrysler, Kel- 
logg, Carrier. 


BBD&O lists General Electric, General 
Mills, United States Steel Corporation, 
duPont, Chrysler, Armstrong Cork, Hor- 
mel, Hamilton Watch, Diamond Match, 
American Radiator. 

McCann - Erickson lists Standard Oil, 
International Harvester, California Pack- 
ing Corporation, Pillsbury Mills, National 
Biscuit, Chrysler, Curtiss-Wright, Lehn 
& Fink. 

Ruthrauff & Ryan lists The American 
Tobacco Company, American Home Prod- 
ucts, Lever Brothers, Chrysler, American 
Airlines, Quaker Oats, Holeproof Hosiery, 
Electric Auto-Lite. 

Foote, Cone & Belding clients include 
The American Tobacco Company, Lever 
Brothers, General Motors and General 
Foods, and Armour & Co., Sunkist, Lock- 
heed, New York Central, Southern Pa- 
cific, Hiram Walker, International Cellu- 
cotton, Hallmark, Bourjois, RKO. 

Dancer - Fitzgerald - Sample lists Proc- 
ter & Gamble, General Mills, Sterling 
Products, Bayer, Phillips, Whitehall 
Pharmacal, 

Biow Company represents among 
others Procter & Gambie, Phillip Morris, 
Schenley, Eversharp. 

Compton Advertising Inc. also lists 
Procter & Gamble, and Socony Vacuum, 
Allis-Chalmers, Goodyear. 

3enton & Bowles represents General 
Foods, Best Foods, Procter & Gamble, 
Pepperell, and the Association of Ameri- 
can Railroads, Bituminous Coal Institute 
and the Can Manufacturers Institute. 

The clients of D’Arcy Advertising Com- 
pany include Coca-Cola, Anheuser-Busch, 
Glenmore Distilléries, White Motor and 
General Tire and Rubber. 

While there is many an important com- 
pany (just as there are many fine agen- 
cies) not listed above, there is hardly a 
field of business that is not represented 
and the great leaders are here. The point 
is inescapable that American industry has 
put its firm and indelibly-inked stamp of 
approval on the advertising agency as an 
implement of business. 

The value of a good advertising agency 
can no longer be subject to question. 
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Announces 1946 Drive 


for Clarion Radios 


Clarion radios and radio-phono- 
graphs, manufactured by War- 
wick Mfg. Corporation, Chicago, 
for the first six months of 1946 
will be advertised in The Ameri- 
can Weekly, Better Homes & Gar- 
dens, The Christian Science Mon- 
itor, Country Gentleman, Hol- 
land’s, Midwest Farm Paper Unit, 
Pathfinder, Southern Agriculturist 
and The Saturday Evening Post. 
The firm plans to augment this 
list with other leading magazines 
during the latter half of the year. 

Newspapers in key cities will 
also be used but not until dealers’ 
stores are adequately stocked with 
Clarion radios. Business papers 


will be used to inform distributors 


and dealers of Clarion products, 
policies and promotion. Colorful 
displays, backgrounds, banners, 
pennants and printed literature 
will be made available to dealers. 
Agency Service Corporation, Chi- 
cago, handles the account. 


To Promote Shoes 


Bristol Mfg. Corporation, Bristol, 
R. I., has appointed T. Robley 
Louttit, Inc., Providence, as agency 
to handle an announcement cam- 
paign on Resteze, new line of 
canvas casual shoes. 


Appoints Nolan Agency 

Morris Plan of Rhode Island, 
Providence, has appointed Charles 
H. Nolan, Pawtucket agency, to 
handle its advertising. 
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Prewar Budgets, Employe 

Rolls Can't Be Achieved 
Washington, Jan. 24.—While the 
federal budget may eventually 
drop below the $36 billion figure 
forwarded to Congress this week, 
President Truman has made it 
clear that it can never approach 
the $9 billion rate of 1940, nor 
can the size of the civil service 
staff shrink to the “less than a 
million” of prewar days. 

Much of the $15 billion under 
the heading “Military and liquida- 
tion of the war” will be with us 
for many years, and certainly the 
$11 billion under “Aftermath of 
the war’”—veteran’s aid, interest 
on the debt—will outlive most of 
us. 


By STANLEY E. COHEN, Washington Editor 


When President Truman says 
‘We cannot shrink the government 
to prewar dimensions unless we 
slough off new responsibilities,” 
he is talking about such things as 
“Aids to agriculture” ($553 mil- 
lion), “General public works” ($35 
million), “Conservation and use 
of agricultural land resources” 
($270 million,, rural electrification 
($250 million), rivers and harbors 
($53 million), highway aid ($275 
million), airports ($35 million), 
merchant shipping ($84 million), 
resources development ($653 mil- 
lion), research ($40 million to 
start), and education ($625 mil- 
lion). 

For the conventional govern- 
ment agencies, the President bud- 
gets less than $2 billion, but with 
the military “Aftermath” and 
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“New responsibilities’ he blue- 
prints a government which will] 
probably: settle at about 1,750,000 
employes after a wartime peak of 
3,200,000. 

* 5 * 

Now that the excess profits tax 
can no longer be considered a fac. 
tor in discouraging production and 
shipment of goods, government 
economists are seizing on the 
theory that manufacturers may be 
holding back in hope that price 
ceilings will be relaxed, or price 
control ended. OPA Chief Chester 
Bowles has warned men’s clothing 
manufacturers that there will be 
no price increases, and President 
Truman has made it clear that he 
wants price control through June, 
1946. 

* * + 

There was nothing unethical 
about it, but it certainly was em- 
barrassing to radio lawyer Wil- 
liam A. Roberts the other day to 
find himself challenging one of 
his own business associates during 
a public hearing. As one of the 
busy knot of top flight attorneys 
who have so much business be- 
fore the commission, he numbers 
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EPARTMENT OF LOYOLA UNIVERS! 


The Greatest Selling Power in the South's Greatest City 
50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 


Represented Nationally by The Katz Agency, Inc. 
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among his clients the Television 
Broadcasters Association and Al- 
len B. DuMont. 

Appearing for DuMont in the 
six-way hearing on Washington’s 
four television channels, he ob- 
jected to figures submitted to TBA 
President J. B. Poppelle, acting 
in this case as engineering expert 
for Bamberger Broadcasting Serv- 
ice, competiting aspirant for the 
valuable television franchise. Un- 
abashed by fear of affronting an 
employer, he pressed his point 
even when Mr. Poppelle countered 
that the data had been supplied 
by DuMont engineers. 

oo bo 

Despite the swarms of lawyers 
abounding in the government, and 
the squeals of business groups 
which complain that it is impos- 
sible to get a fair review of their 
cases, government agencies have 
their legal troubles. 

During the week, the Seventh 
District court set aside an FTC 
order because the commission had 
changed trial examiners (as a re- 
sult of death) during a procedure. 
And FCC was told by the court 
of appeals here that it has no 
right to revoke a radio license 
merely because it believes the sta- 
tion has withheld vital data about 
stock ownership (WOKO, Albany, 
is. ds 

* oR * 

McKesson & Robbins is up be- 
fore the FTC on an unfair com- 
petition charge for failing to de- 
liver “free” goods “without cost 
or extra charge.” 

Another in the growing series 
of “free”? complaints, it stems from 


the firm’s Golden Brown Chemical | 


Company, producing a line of cos- 
metics for the Negro market under 
such trade names as Golden Brown 
lipstick and Flowers of Liberia 
rose almond lotion. 

* * a 

Marketing service of the De- 
partment of Agriculture complains 
that shipments of perishable fruits 
and vegetables have been too 
greatly concentrated on larger 
markets. With refrigerated trucks 
and improved handling methods, 
it sees an opportunity for progres- 
sive distributors to serve smaller 
consuming centers. It is also urg- 
ing the food trade to base point- 
of-sale promotions on the nutri- 
tional knowledge acquired by 
housewives as a result of wartime 
information drives. 

It now turns out that Lt. Gen. 
E. B. Gregory, in addition to di- 
recting sale of 90% of surplus 
property, is also to inherit the 
policy-making powers once held 
by a three-man board, and more 
recently wielded by Stuart Sym- 
ington. Gregory’s War Assets 
Corporation probably will remain 
technically under RFC in the gov- 
ernment organizational charts, 
however, because of RFC person- 
nel on its staff do not want to 
transfer out of that agency. 


KFLW Joins ABC 


KFLW, Klamath Falls, Ore., 
now under construction, will be- 
come affiliated with the American 
Broadcasting Company as a Pa- 
cific Coast supplementary station, 
effective March 1. The new sta- 
tion, owned by the Herald Pub- 
lishing Company, will operate with 
a power of 250 watts on 1450 kc. 
This brings the total of ABC 
affiliated stations to 196. 


ANPA, Bureau Dates Set 


The American Newspaper Pub- 
lishers Association will resume its 
annual convention this year at the 
Waldorf-Astoria in New York, 
April 23-25. The Bureau of Ad- 
vertising will hold a session April 
24, and its annual dinner will be 
held April 25. David Howe of the 
Free Press, Burlington, Vt., will 
be dinner chairman. 

The National Newspaper Pro- 
motion Association will meet at 
the same hotel, April 23-25. 
Lawrence W. Merahn, New York 
Sun, will be chairman. 


‘Ebony’ Issues Rate 
Card, Ups Circulation 


Ebony, published by Negro Di- 
gest Publishing Company, Chi- 
cago, whose first issue in Novem- 
ber, 1945, had a circulation of 
73,000, has announced its first rate 
card, effective April, 1946, with 
150,000 circulation. It estimates 
net sales of 200,000 copies within 
six months from now. A _ page 
black-and-white ad is listed at 
$500. 

The magazine is slanted for the 
race which has an estimated $3.5 


billion dollars in savings, spends 
2.9% for personal care as against 
2.4% by whites ... “and in some 
sections of the U. S. as high as 
17% per capita for drugs and pro- 
prietary remedies.” Ebony is de- 
scribed as “a panorama of Negro 
life covered by able writers and 
some of .the best American pho- 
tographers.” 


Names Chicago Affiliate 


The Earle Ferris organization, 


New York, has named News As- 
sociates, of which Paul O. Ridings 
is director, as its Chicago affiliate. 
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News Associates will represent the 
Earle Ferris Company, public re- 
lations; Radio Feature Service, 
Inc., radio program publicity, and 
Earle Ferris Associates of Holly- 
wood, publicity. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


SINCE 1928 
SAN FRANCISCO LOS ANGELES 
RUSS BLDG. GARFIELD BLDG. j 


Photographs by 
Harold M. Lambert 
Underwood and 

Underwood 


U. S. Signal Corps 


about the Automotive and Aviation Industries on the desks 
of Automotive and Aviation Manufacturing Executives 


The 28th ANNUAL STATISTICAL ISSUE of 


There will be a STATISTICAL 


ISSUE 


of 


AUTOMOTIVE and 


Aviation INDUSTRIES this year. 


It will be dated March 15, 1946. 
It will carry specifications on all the 
new cars, trucks, buses, engines, etc., 
together with registration and produc- 
tion figures—many of which have not 
been available for the past several 
years, on account of the war. 


Dated March 15, 


1946 


AUTOMOTIVE snc 


yy 


INDUSTRIES 


a 


Add to this all the customary statis- 
tics on the two industries it serves, and 
you will have an “old-time” STATIS- 
TICAL ISSUE full of new-time data 
fresh for your reference library. 

No limitations on paper or number 
of advertising pages. Extra run of sin- 
gle copies available at 50¢ each. Just 
like “pre-war’—only better. Reserve 


advertising space now. 


Last Forms Close March 5, 1946 
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Controlled Circulation 
Audit Adds Members 


Twenty-one new members, in- 
cluding five advertisers, 15 agen- 
cies, and the Connecticut Beverage 
Blue Book & Official Price List, 
published at Stamford, Conn., have 
joined the Controlled Circulation 
Audit, Inc., bringing total mem- 
bership to 416. 

New advertisers include Arm- 
strong Bros. Tool Company, Dia- 
mond Match Company and Quaker 
Oats Company, Chicago; Jenkins 
Bros., New York, and Owens-Illi- 
nois Glass Company, Toledo. New 
agency members are Cecil & Pres- 
brey, William Esty & Co., Ivey & 
Ellington, Lennen & Mitchell, J. M. 
Mathes, Inc., L. E. McGivena & 
Co., Peck Advertising Agency and 
St. Georges & Keyes, New York; 


TRADE MAGAZINES 


Business — Vocational — Diversion 


Classified Directory of 3343 publica- 
tions with addresses and subscription 
rates, $1.00. 


Commercial Engraving Publishing Co. 


34X _N. Ritter, Indianapolis 1, Indiana 


Cruttenden & Eger and McJunkin 
Advertising Company, Chicago; 
D’Arcy Advertising Company, St. 
Louis; Richard A. Foley Advertis- 
ing Agency, Philadelphia; Maxon, 
Inc., Detroit; Howard H. Monk & 
Associates, Rockford, Ill., and Van 
Sant, Dugdale & Co., Baltimore. 


‘World Report’ Adds Two 


Myron M. Hughel, with the 
bureau of national affairs division 
of the United States News Pub- 
lishing Company, New York, has 
been transferred to the advertising 
sales staff of the company’s new 
publication, World Report. Hugh 
Boyles, recently released from the 
Army and formerly with Erwin, 
Wasey & Co., has also joined the 
advertising sales staff. 


Promotes Herrick 


Edward F. Herrick, with the 
Advertising Research Foundation, 
New York, since last September, 
and before that for six years pub- 
licity representative for the New 
Haven Railroad at Boston, has 
been appointed report editor. He 
will also handle publicity and pro- 
motion. 


Red & White's ‘46 
Paper Ads Set 
at $1,200,000 


Chicago, Jan. 23.—An appro- 
priation of $1,200,000 for news- 
paper advertising has been set 
aside to back up the Red & White 
Corporation’s huge postwar mod- 
ernization and merchandising pro- 
gram, according to a report an- 
nouncing a stockholders’ and di- 
rectors’ meeting here next week. 

Red & White wholesalers and 
retail stores are planning to spend 
about $6,000,000 on new ware- 
houses, fixtures and new store 
equipment, the report says. Plans 
for complete modernization and 
streamlining of present retail 
stores, as well as specifications for 
new buildings, are now in blue- 
print form. Basic floor plans for 
self-service operation from the 
smallest to the largest super mar- 
ket stores are included in new 
company manuals. Three hundred 
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supervise the retail store mod- 
ernization program. 

Red & White has more than 1,200 
items and sizes of controlled 
brands, and sold more than 100,- 
000,000 packages under’ these 
brands last year, officials say. 

In addition to the newspaper 
advertising schedule, the company 
will distribute 500,000 copies of its 
four-page tabloid, ‘Food Flashes,” 
to housewives each week. This 
publicity will be augmented by 
newspaper-size four-page hand- 
bills spearheading four national 
sales events during the year. 
Posters and wall signs in Red & 
White stores are expected to cap- 
italize on customer traffic esti- 
mated at 1,500,000 persons weekly. 

Under the Red & White plan, 
the corporation sets the advertis- 
ing policy carried out by the local 
Red & White merchants. 


Joins Eye-Catchers 


Marthe L. Mattery, formerly as- 
sistant editor of Electronics, has 
joined Eye-Catchers, Inc., New 
York, as assistant to the president. 


2 . v8 
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New Book on Jobs 
Issued by McGraw-Hill 


“Moving Ahead on Your Job,” 
a new book published by McGraw- 
Hill Publishing Company, New 
York ($2.75), is a closely - packed 
text that ex-servicemen seeking 
or stepping into new jobs wil] 
find valuable. 

Written by Richard P. Calhoon, 
veteran in industrial personnel, the 
book suggests methods for ana- 
lyzing oneself, one’s fellow em- 
ployes and the company, and out- 
lines steps for developing “pro- 
motability.” 


Knickerbocker Promotes 


Robert Davis, with Knicker- 
bocker Electrotype Company, New 
York, for 12 years and secretar) 
for the past five, has been elected 
president and treasurer. He suc- 
ceeds Augustus Davis, who has re- 
tired. 


Miss Williams to ‘Charm’ 
Henrietta F. Williams, formerly 
advertising director of Vanity Fair 
Mills, Inc., New York, has joined 
Charm as promotion director. 


Scented soap 
—divine! 


Scented soap 
—phooie! 


Sane product—divergent atti- 
tude. Women’s favorable atti- 
tudes toward your products are 
best cultivated in the magazine 


they favor above all others — 


THE MAGAZINE WOMEN BELIEVE IN 
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FLORIDA MESSAGE—First copy in the 

state's campaign to attract industries, 

placed through Allied Advertising 

Agencies of Florida, is this message 

from Gov. Millard F. Caldwell, which 

appeared in newspapers of selected 
cities. 


Upton Close Sets 
Back Date of New 


Network Program 


Hollywood, Jan. 22.— The first 
broadcast of Upton Close’s new 
network commentary program has 
been postponed from Jan. 24 to “a 
later date,”’ Mr. Close has informed 
his supporters via “Closer-Ups,” 
his “personal newsletter.” 

On Jan. 7 Mr. Close told his sub- 
scribers that “negotiations are 
practically closed for my return to 
radio on or about Jan. 19. Thanks 
to financial support of a host of my 
friends—who sent in contributions 
of from $25 to $1,000—I am plan- 
ning continuous broadcasting, 15 
minutes a week, Over some 168 
stations. 

“Under the sponsorship of the 
National Economic Council, Inc., 
an educational organization which 
for 16 years has held out for main- 
tenance of genuine Americanism, 
I shall not be open to the sort of 
attack the Reds could bring against 
my sponsors in the past.” 


Dropped by Sheaffer 


Mr. Close referred to action 
taken in 1944, when he was 
dropped from a program on NBC, 
sponsored by the W. A. Sheaffer 
Pen Company, Fort Madison, Ia. 
The network notified the sponsor 
that it would not sell its air time 
to the company if it continued to 
sponsor Mr. Close. NBC said it 
was “merely a matter of network 
operation.” Niles Trammell, NBC 
president, explained that “the 
selection of a commentator rests 
with NBC inasmuch as the bal- 
anced presentation of news and 
comment is an obligation of the 
broadcast station or network.” Mr. 
Close told the press that his broad- 
casts were considered ‘“objection- 
able’? because he had discussed the 
dangers of Communism. He 
claiméd that NBC had been under 
pressure from “certain radical and 
Communistic elements.” 

Meanwhile, Mr. Close. con- 
tinued on the air, sponsored over 
the Mutual Broadcasting System 
by Lumbermen’s Mutual Casualty 
Company, Chicago. 

Following the NBC-Close con- 
troversy, Edgar Kobak, president 
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of MBS, said, ‘““‘We consider Upton 
Close qualified for the job he is 
doing. We do not consider that to 
be acceptable as a radio commen- 
tator, Mr. Close or any other 
authority should always be in 
agreement with the network or 
sponsor or a section of the public. 
We may not always agree with 
what he says, but again, in view 
of his qualifications, we do not 
question his right to express his 
opinion.” 

Mutual has admitted that it is 
not yet ready to announce when 


| the new Upton Close program will 
be heard, nor how many stations 
will be used. Mr. Close, in his 
latest newsletter mailed from ‘‘The 
Observation Post,’’ Hollywood, de- 
clares that “a definite announce- 
ment” regarding the date for his 
new program will be made next 
week, 


Humburg Moves Offices 


Christy Humburg, St. Louis 
agency, has moved its offices to 
the Paul Brown building, Suite 
406-07. 


53 
Appointed Publisher 


Ford Stewart, for the past year 
vice-president and general man-j|cinnati, through Ralph H. Jones 
ager of Christian Herald, New! Company, Cincinnati agency, will 
York, has been appointed pub-|use 70 newspapers and 14 radio 
lisher. He started with the maga-| stations to advertise its wallpaper 
zine in 1938 as western advertis-| cleaner. The product will reach 
ing manager in Chicago and moved| the spring market in a new con- 
to New York as advertising man-|tainer and will be introduced to 
ager in 1944. | several new territories. 


|Cincy Starts Campaign 
Cincy Products Company, Cin- 


GIBBONS KNOWS CANADA 
J.J. GIBBONS LTD. « mencnanoesies 


Sea erereT. - 


ADVERTISING 


INNIPEG REGINA CALGARY EVMONTO 


hist Choice of Advatisas 


FOR 35 YEARS 


FEBRUARY 1946 


VOL. L No. 10 


COVER PAINTING BY LYNN BOGUE HUNT 


THE GALLOWS BEAR 
SAVE YOUR GAME 

A NEW DUCK FACTORY 
HALF-CENTURY MARK ELTINGE F. WARNER 
JAYSIE GIRL TRACY HAMMOND LEWIS 
THE COCKER SPANIEL 
IN MEMORIAM 

THE LAST DAY 


LEARN FROM 
THE WILD HUNTERS ARCHIBALD RUTLEDGE 


ARE THEY KILLERS? JAMES L. CLARK 
AHEAD OF THE LAW W. C. TUTTLE 
ACAPULCO SAILS 


LOUISIANA 
BUGGY RIDE 


THE PAY-OFF 
NET RESULTS 


THE SHARPTAIL 
FINDS NEW HOMES 


NASH BUCKINGHAM 
RAY P. HOLLAND 


COL. H. P. SHELDON 


VAN CAMPEN HEILNER 
DAVID M. NEWELL 
W. J. SCHALDACH 


HAROLD TITUS, 


SABALO! HAROLD McCRACKEN 
DEPARTMENTS 

CONSERVATION SALT WATER 

FISHING CONTEST NEWs SPORTSMEN AFLOAT 

CHEERS AND JEERS CAMERA 


ARMS AND AMMUNITION 
NATURAL HISTORY 
FISH AND FISHING 


THE SPORTSMAN’S DOG 
OUTDOOR QUESTIONS 


... AND OF READERS 
FOR 50 YEARS! 


Editorial leadership is the soundest back- 
ground for advertising leadership. 


And when readers do the things they 
read about—their reading must be 
more than interesting; it must speak 
with authority. 


For the last half century the names 
that mean good writing, unquestioned 
authority in the outdoor field, have 
graced the pages of Field & Stream. 


That’s why Field & Stream now cele- 
brates its 50th Golden Year as the 
first choice among active, key sports- 
men—and its 35th straight year as the 
number one selection of advertisers — 
every year. 


FIELD & STREAM PUBLISHING CO. 


515 Madison Avenue « New York City 22 


CAMPING AND WOODCRAFT 


ELTINGE F. WARNER, PUBLISHER 
EDITORIAL STAFF 


DAVID M. NEWELL, Editor-in-chief. HUGH GREY, Managing Editor 
TED TRUEBLOOD 
KIP FARRINGTON 


BOB NICHOLS JOHN HIGHTOWER 
SETH BRIGGS FREEMAN LLOYD 
DONALD H. COLE LANSDELL ANDERSON 


ASSOCIATE EDITORS 


VAN CAMPEN HEILNER 
W. J. SCHALDACH 


TRACY LEWIS 
HAROLD McCRACKEN 


HERMANN KESSLER, Art Director 


P. C. CODY 
H. W. WACK 


America’s Number One 
Sportsman’s Magazine 
Now Celebrating Its 


50th Anniversary 
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ACCOUNT EXECUTIVE, 
ADVERTISING OR 
SALES MANAGER 


SEEKS KEY POSITION in Chicago or New 
York. FIFTEEN YEARS in grocery, bakery 
products sales and advertising with company 
whose 1945 sales exceeds 100 million dollars. 
PLANNED CAMPAIGNS, wrote copy, super- 
vised department of twenty-five. 

newspapers, car cards, dealer helps. 


EXTENSIVE CONTACTS with the trade. 


Age 37 — Single — Salary open. 
Box 6381, Advertising Age 
Chicago, IIl. 


100 E. Ohio St. 


Used radio, 


WRITER WANTED 


To write fund-raising literature for 
large institution of higher learning. 
Must be an experienced, seasoned 
craftsman, with a record of accom- 
plishment and a broad educational 
background, resourceful in ideas, 
and able to deal with facts or im- 
ponderables in dignified prose that 
commands attention. 


Exceptional opportunity for the 
right man or woman. Write in de- 
tail, stating your qualifications for 
this position. 


Box 6384, Advertising Age 
100 E. Ohio St., Chicago 11, Til. 


Agency (Or Company) 
Farm Adviser—Contact 
Writer Available 


Need a man thoroughly grounded in all 
phases of agricultural advertising and 
eg es including radio programming? 
now farming . . . better yet, know farm- 
ers, talk their language and have sympa- 
thetic understanding of their thinking... 
social, material, spiritual. Now england. 
Can go any place. 


BOX 6382, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


AGENCY BRANCH WANTED 


Dutch advertising executive, at present in the 
U. 8., would like to hear from American ad- 
vertising agency, interested in establishing 
permanent representation or branch office with 
old established advertising agency in Amster- 
dam, Holland. 


BOX 6383, ADVERTISING AGE 
330 W. 42nd Street, New York 18, N. Y. 


Wanted,” 
50 cents a 


“Representatives 
line, minimum charge 
lines. Terms cash 
publication date. 


with order. 


The Advertising Market Place— 


The rates for this department are as follows: 
Wanted,” 
$2. 
and spaces per line; light body face 34 per line. 
Forms 
Display advertisements take card 


“Help Wanted,” “Positions 
“Representatives Available,” 
Figure bold face heads 25 letters 
Box numbers add two 
Tuesday noon preceding 
rates, 


and 


close 


HELP WANTED 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S State St., Har. 2063, Chicago 


ASSISTANT EDITOR: Opening for 
young man on leading business pa- 
per in a service field. Must have 
ability to seek out material for ma- 


jor articles and prepare copy for 
publication. Should know some- 
thing about photography. Requires 
man with personality and good 
appearance. Excellent opportunity. 
Headquarters in Chicago. Send full 
information including experience, 


qualifications and recent photograph 
in first letter. All replies treated 
with confidence. 
Box 7903, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 


Artist-letterer, Male, 
izer; pencil, pastel, and show card 
lettering. Layouts for promotional 
literature, sale training material, 
presentation charts. 
Opportunity in advertising and sales 
promotion departments of home ap- 
pliance manufacturer located in De- 
troit. Write giving experience, pre- 
vious income, compensation desired. 
Box 7924, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 
FRED J. MASTERSON 
Advertising & Publishing Personnel 
Copywriter, agcy. pkg. gds...$15,000 


x00d visual- 


KIilustrator, studio ........... 10,000 
Layout Artist, studio........ 10,000 
Asst. Art Dir., agency....... Open 
Space Sales, New York terr.. 8,500 
Space Sales, Chgo. terr. exp.. 8,000 
Copywriter, gen’ agcy. exp... 7,500 
Copywriter, agency ......... 7,500 
Layout Artist, agency........ 7,500 
Adv. Mgr., petroleum........ 7,200 
Adv. Mgr., men’s wear exp... 7,000 
Off. Mer., agcy. personnel exp. 7,000 
Sales Prom., dir. mail........ 5,200 


GIRLS 
Sec’ys, Adv. Mers., Copy, etc. 
185 N. Wabash Ave., Chicago 
Editor Monthly Food Trade Magazine 
Able to write interesting and in- 
structive articles to retail grocers. 
Must have ability to seek material 


for articles and prepare copy for 
publication. Require person with 
good personality and appearance. 
Headquarters Chicago. Send _ full 
information including experience, 
qualifications, age and salary re- 
quired. All letters in strict confi- 
dence. 


Box 7951, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


PARLOR MAGIC 


Myrtle Labbitt’s “Homechats”, after 
a solid ten-year run, is a morning insti- 
tution in thousands of Greater Detroit 
Myrtle’s program is probably 
one of the most unique and informally 


5,000 WATTS 
AT 800 KC. 
DAY AND NIGHT 


homes. 


J. E. Campeau, Managing Director 


In The DETROIT AREA, It’s 


ALW 


Adam J. Young, Jr., Nat'l Representative 


simple shows in the country . 
as a parlor rocker, smart as a new 
Spring bonnet. ‘““‘Homechats” is just an- 
other sample of CKLW programming 
that sends listeners merrily off to pay 
cash for things on dealers’ shelves. 


P RO 0 F? On a recent food recipe- 


request campaign placed on nine nation-wide homemaker 
programs, our own “Homechat” show clocked second on 
the list in low net costs per inquiry... and, mind you, five 
of the 9 stations were 50,000 watters! How’d you like 
CKLW to sell YOUR wares that way for so little? For 
fast facts, write our Executive Sales Office, now! 


. . homey 


MUTUAL 
BROADCASTING 
SYSTEM 


_ HELP WANTED 
Assistant Art Director 

4-A Agency located in the Middle 

West has an opportunity for a lay- 

out man experienced in doing visuals, 

finished layouts and buying art 

work. Write, giving outline of ex- 

perience. 

Box 7940, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


PHOTOGRAPHY SALESMAN 

Can you sell commercial photogra- 
phy? Are you acquainted with ad- 
vertising? Do you reside in Chicago? 
Do you care to shoulder responsi- 
bilities of an established small 
studio, ready to expand, in order to 
obtain a share of the profits? 

Box 7936, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ASS’T ART DIRECTOR 


Young man 25 to 35 to assist in di- 
rection of expanding art department 
in litho display business. Need not 
have display experience. The right 
man can determine his own future 
in this position. Call Central 3072 
or write Zipprodt, Inec., 6 N. Michi- 
gan Ave., Chicago 2, Ill. 
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_ HELP WANTED 
Small-Agency Job-With-A-Future. 
Somewhere there is a young man— 
fortyish—who has ALL-ROUND 
agency experience and a preferénc: 
for small-city life. For such there i 
an opening for realizing a full-life 
future in a position with growing 
compensations. Head of fully recog- 
nized agency looks forward to grad 
ual easement from _ responsibilities 
next few years. Controlled busines 
not essential, but would help. Write 
fully; facts strictly confidential. 

Box 7938, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Young woman to act as office man- 
ager and executive secretary fo: 
growing trade magazine. ABC su- 
pervision, advertising follow-up, etc. 
Position may shortly lead to Busi- 
ness Manager. New York City. Sal- 
ary to start around $45. 

Box 7937, ADVERTISING AGE 
30 W. 42nd St., New York 18, N. Y. 
ASSISTANT EDITOR for national 
retail] business magazine located in 
Chicago. All around experience de- 
sirable. Production, Layout, feature 
writing, rewriting. Give background, 
starting salary expected, etc. 

Box 7941, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 
SPACE SALESMAN AVAILABLE 
Many years industrial experience in 
and around Chicago. Exceptional]! 

agency contacts. 
Box 7934, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SPLENDID OPPORTUNITY 
FOR YOUNG 
ADVERTISING MAN 


Large Chicago household 
appliance manufacturer is 
looking for young man with 
about five years' advertis- 
ing experience who feels he 
has gone as far in his pres- 
ent job as conditions will 
permit. We want a crea- 
tive, shirt sleeve worker 
who has mastered advertis- 
ing techniques — who can 
make rough layouts, write 
copy, and handle produc- 
tion of printed and display 
material that ''sells!"' The 
man who gets this job is 
slated to become advertis- 
ing and sales promotion 
manager. Write for inter- 
view, giving full details. 
Salary ample to interest a 
good man. 


Box 6387 
Advertising Age 
100 E. Ohio Street 
Chicago I], Illinois 


2 ACCOUNT EXECUTIVES 


One for Chicago, other for New York 
territories—must know some merchan- 
dising and retail also advertising and 
display experience. Will assist few 
good clients in promotion planning 
for one of America’s leaders in point 
of sale activity. Can earn $8500 to 
$15000—depending on ability. Write 
complete details and references. Con- 
fidential interview for those selected. 


BOX 6395, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


ART DIRECTOR 


Top man for topflight opportunity with 
leading New England agency. Highest 
creative and technical ability a ‘'must'' 
for this position. Show proofs, state sal- 
ary and write fully to: 


Box 6388 
ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


An Advertising 
Man is Ready 


After an honorable discharge as 
a Lieutenant Commander, he is 
anxious to enter the advertising 
department of a progressive man- 
ufacturing concern. 


He is capable of heading the 
department or starting as top 
assistant with the opportunity of 
rapid advancement. 


Before entering the service was 
actively engaged in conducting 
direct a mail campaigns, super- 
vising space advertising, editing 
house organs and writing radio 
scripts. 


29 years of age. College grad- 
uate—majored in Advertising 
and Sales Promotion. Services 
available immediately. 


Box 6385 
ADVERTISING AGE 
100 E. OHIO ST 
CHICAGO, ILL. 


4 


STRICTLY PRODUCTION 


Advertising Production man from 
visualizing and appeal to deadline 
accuracy — experienced in publication 
field, printing, catalog compilation, 
and all media of the Graphic Arts. 
An ability to contact people and to 
deliver with a punch makes this Vet, 
age 30, together with his wife and 
son, who will go anywhere, an in- 
terest to you who desires ambition 
plus ability. 

Inquiries will be confronted with 
right answers and photo of applicant. 


BOX 6392, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


"PERFECT" 
PUBLIC — MAN 
F 


R 
ADVERTISING AGENCY 


® Nationally known as an expert—a 
name that will help the agency. 

® Young, alert, imaginative, well-edu- 
cated. 

® Diversified experience as executive 
on many types of account. 

® Seeking executive position and con- 
genial firm. Salary good but not 
as high as you might expect. 


BOX 6393, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


|] Walter Lowen 


PLACEMENT AGENCY 
. 


Established 1920 as headquarters for 
ADVERTISING PERSONNEL 


Office -:- Creative -:- Executive 


Resumes required before registra- 
tion. Moderate placement service 
fee sometimes paid or shared by 
the employer. 


420 Lexington Avenue 
New York 17, N. Y. 
LEX 2-8866 
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POSITIONS WANTED 


COPYWRITER: Free Lance—Fresh 
slant in Industrial & Consumer 
Radio, Publication & Public Rela- 
a R. Appel, 111 E. 16th St., 
ae = . 


ARTISTS (2), free-lance, pasteups, 
mechanicals, lettering, comps. Work 
at home. 

Box 7948, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


COULD YOU USE 
EIGHTEEN YEARS 
ART EXPERIENCE? 


I have had it, working in studios, 
free-lancing, and now with a large 
nationally known agency. As assist- 
ant art director, designing national, 
tradepaper and newspaper ads, fold- 
ers, billboards and displays, I buy 
finished art and check typography 
and production proofs on my ads. If 
you need an art director who pro- 
duces, can keep your art department 
producing and who meets publica- 
tion closing dates, let me hear from 
you. Although well established in 
Chicago, would consider going West. 
Box 7942, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Here’s a Promotion-Publicity Man— 
Now publicity dir. midwestern Univ.; 

yrs. asst. promotion mgr. Chgo. 
paper. Polished copywriter, idea de- 
veloper; 31, married, B.S. Prefer 
agency, radio net, publisher or simi- 
lar org. $5,000 min. 

Box 7943, ADVERTISING AGE 
100 E, Ohio St., Chicago 11, Ill. 
Ex-Marine Captain with B.S.in com- 
nerce and major in Adv. is looking 
for a foothold. Have had some copy 
writing experience. Am young, am- 
bitious, creative. Let me prove it to 

you. 
Box 7944, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


account 
executive 
available 


@ My background should be 
of great value to an advertising 
agency which is in need of a 
capable contact man. 

Excellent experience has been 
afforded me in the advertising 
departments of several large 
insurance companies. 

Here I created direct by mail 
campaigns, edited employee 
and salesmen’s magazines, 
supervised national advertising 
and wrote radio scripts. 

29 years of age. Recently 
received honorable discharge as 
Lieutenant Commander. College 
graduate having majored in 
Advertising and Sales Promotion. 

Box 6386 
ADVERTISING AGE 
100 E. OHIO ST 
CHICAGO, ILL. 


IMAGINATION 
WANTED 


Chicago firm of medium size, 
leader in its field, seeks a highly 
creative, original thinker to head 
up department. Ability to put 
ideas on paper, analyze client 
problems and assist our repre- 
sentatives in selling campaigns 
to top executives. 


Salary and opportunity wide 
open. 

Please give complete details 
of experience. 


Address 6391, Advertising Age, 
100 E. Ohio St., Chicago 11, Ill. 


ASSISTANT ADVERTISING MANAGER 


With well rounded experience in adver- 
tising and sales promotion. Available 
about February 5. Salary $5,500. 
°o 
BOX 6394, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


BEER SPECIALIST 


Thoroughly experienced, advertising man de- 
sires position with agency having a _ beer 
account, or brewery needing an advertising 
manager. Three years Adv. Mor. large mid- 
western brewery, five years agency experience. 
Vet; age 34; married. Go anywhere. 


Box 6389 


ADVERTISING AGE 
330 W. 42nd Street, New York 18, N. Y. 


____ POSITIONS WANTED 
COPYWRITER—His credo: 

Phrasing is important but not an 
end in itself. The message must rest 


on sound merchandising, competi- 
tive selling. Media, etc., must be 
right. If that’s your credo you need 


this man—37, well seasoned, knows 
layout, production procedure. Selling 
ideas in copy have compelled imita- 
tion. 
Box 7946, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Aviation writer, 4 yrs. with top two 
trade papers, desires return to ad- 
vertising and public relations. Uni- 
versity graduate and trained news- 
paperman. 

Box 7947, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


PRODUCTION MANAGER 
Ex-Navy Lt., 32, seeks job as pro- 
duction manager of agency, adver- 
tiser or publisher. College education. 
Six years’ experience. Familiar with 
both offset and letter press. 

Box 7949, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


COPYWRITER—Specialty Direct 
Mail Industrial and Consumer 
Box 7950 ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 
BUSINESS PAPER REPRESENTA-]- 
TIVES WANTED for Merchandising, 
wholesaler monthly in Ohio, Mich- 
igan, N.E. territories. Liberal com- 
mission and draw. 

Box 7926, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


line of dresser sets, the company 
will offer a complete range of de- 
signs and decoration techniques in 
composition metal and _ sterling 
silver. 


. painted . 
nn ____ | en Apps Agency 
For Sale—Two magazines, one gen- a : 
eral field, one trade. Reply should The McCall Corporation, New 
indicate qualifications, financial re-| York, has appointed Dorland In- 
SO OTs, ADVERTISING AGE _ | ternational-Pettingell & Fenton, 
330 W. 42nd St., New York 18, N. Y.|Inc., New York, to handle all for- 
eign advertising and publicity for 
McCall patterns. First campajgns 


SALES-MINDED COPY 
of all kinds; Publication promotion 

will be conducted in Latin-Ameri- 
can countries. 


material; Field, library research. 
Bachmann, 333 N. Michigan, Chicago 
1, Ill. R. 528, Phone Franklin 7100. 


ARE YOU AN ARTIST 


who can handle most anything from 


Hughes-Autograf Names creative layout to good, clean com- 
F. Edward Pulte Jr., until re-| Hughes-Autograf Brush Com- 

cently McCall’s and Redbook re-|pany, New York, has appointed 

tail promotion director, and prior | Ferry-Hanly Company, New York, 

to that chief of the retail store|to handle advertising. Magazines 

section of the War Finance Divi-| and business papers will be used. 

sion, se ~" Treasury, wy been ap- en 

pointed advertising and promotion . . 

director of Fascination, new Elgin American Gets 

monthly woman’s magazine pub-| Dresser Set Line 

lished by Avon Book Company, “— ; igi 1 

New York. Avon publishes pocket-| ,.-lgin American, Elgin, Ill., man- 

ufacturer of compacts, cigaret 


size anthologies. 
cases and dresser sets, has ac- 
‘ quired the line of dresser sets for- 
Joins Burton Browne merly manufactured by R. Wal- 
Randolph A. Sandberg, formerly | lace & Sons Mfg. Company, Wal- 
head of the account department] lingford, Conn. 
of Grant Advertising, Chicago, has By taking over the tools and 
been appointed office manager of|dies and designs of the Wallace 
Burton Browne Advertising, Chi-| toiletware products, and combining 
cago. them with Elgin American’s own 


Pulte to ‘Fascination’ 


mercial illustration, with lettering 
thrown in? We can use such a man, 
who's had enough solid experience to 
qualify him to carry his share in a 
busy Chicago Metropolitan news- 
paper art department. Ideal working 
conditions, with a commensurate sal- 
ary and future possibilities that you'd 
find difficult to match, anywhere. Our 
organization knows of this ad. Write 
giving age, outline of experience, sal- 
ary requirements and phone number, 
plus any other pertinent information 
you choose. 


BOX 6390, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, IM. 


retailing, have consistently, 
the Times-Picayune 


more ... a record of 


leadership! 


the appliance advertiser an 


and year out, run more advertising in 
. in the last 
pre-rationing year, as much as 1325% 


The Times-Picayune to- 
day, with the lowest milline rate of 
any New Orleans newspaper, offers 


ee Se. = | gt {gins 


The Times-Picayune-New Orleans States is used regularly as a 
shopping guide on individual—and family—purchases. More 
people, in every income group, in and near New Orleans, read 
the Times-Picayune than any other advertising medium. 


The advertisers of electric appliances, 
as highly competitive as any field of 


Total Sunday circulation 235,332 Sunday Suburban 33,311 
Sunday City 140,633 Daily Times-Picayune A.M. 147,776 
Daily States P.M. 79,996 


The Times-Picayune and New Orleans States 


Representative: JANN & KELLEY, INC. 
Chicago e 


year in 


dominant 


New York e Atlanta e Detroit ad San Francisco 


NEW ORLEANS ...AIR HUB OF THE AMERICAS 


unparal- 


leled opportunity to attract—and sell 
—the South's greatest market. 
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56 
COLUMBIA 
NETWORK 


ADVERTISERS USE 
WSBT BECAUSE- 


(This one’s easy!) 


| __ Peapeeeen 


CHOICE OF ADVERTISERS BECAUSE — 


CEs sis siavirecinn 


CHOICE OF LISTENERS! 


Every WSBT Hooperating tells the same 
story — overwhelming preference for WSBT 
morning, noon and night. Day in, day out, 
it’s first in coverage, first in popularity, first 
in influence—and, by every standard of com- 
parison, the first choice of advertisers. Write 


our representatives, or us, for all the facts. 


Paul H. Raymer Co., National Representatives 


960 KC 
1000 WATTS 
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MINNESOTA 


EE & PETERS, NATIONAL acreséeuranves 


Nobody’s doing much Sosa 
about it, but the greatest single 
factor holding down production | 
of consumer goods around year- 
end was ‘the “lackadaisical spirit’’ 
on the part of workers. Material is 
still short in many cases, but short 
material gets second place in most 
estimates of production difficulties. 
For example, one radio manufac- 
turer whose production of sets was 
scheduled to hit 2,500 daily by Dec. 
1 never got above one-fifth that 
number during 1945, even though 
materials were available. 


a oe % 


Now that former Congressman 
Robert E. Ramspeck has taken 
over, reportedly at $30,000 a year, 
as president of the Air Transport 
Association, it is believed that ar- 
rangements for shipment of all 
first class mail by air will be com- 
pleted within six months. Fol- 


|last week, talk of a 5-cent rate 


| but it is pretty well authenticated 


opngsgty 28 


elie. j 
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lowing a meeting in Washington 
for airmail was widely circulated, 


that 3-cent airmail has been dis- 
cussed, and strongly supported at 
presidential cabinet meetings. 

ok * oe 


Although it isn’t talking about 
the acquisition—officially—J. Wal- 
ter Thompson Company during the 
past month has taken over Ford 
dealer advertising in the Chicago 
area. JWT and Maxon, Inc., serv- 
ice the 33 dealer accounts through- 
out the country. At the latest 
count, JWT now has eight of the 
branches, with Maxon handling 
the other 25. 

of Bo * 

Seeking new markets for ice, the 
National Association of Ice In- 
dustries is promoting a 27-pound 
portable “hostess chest’? which can 


som ules 
Advertising Age, January 28, 1946 


be used for anything from picnics 
to storage of baby’s formula. The 
association is also toying with the 
idea of “packaged ice cubes” which 
could be sold in grocery, drug and 
liquor stores. 
oR ok co 

Strangely enough, the most im- 
pressive sign of “normalcy” 
showed up last week in the midst 
of widespread strikes. A Missour; 
Pacific passenger agent called an 
AA editor, told him he had been 
advised the editor was planning a 
trip to Dallas, and offered to 
handle his transportation! 


Two Join Burnett 


William L. Weddell, sales ex- 
ecutive with National Broadcast- 
ing Company, Chicago, will join 
Leo Burnett Company, Chicago 
agency, Feb. 1, as vice-president 
He will direct the agency’s radio 
business, formerly handled by 
Frank Ferrin, who resigned to op- 
erate his own business in Holly- 
wood. Harry M. Jobson also has 
joined the agency in an executive 
capacity. 


Radio _Target Planes 


The target airplane is the result of 
eight years of intensive work by the 
Control Equipment Branch of the 
Army’s Equipment Laboratory Staff. 
Able to fly at speeds up to 200 miles 
per hour and at altitudes up to 3,000 
feet, the targets can be controlled from 
a simple remote box either on the 
ground or in another plane. 


Take-off is accomplished by the use of 
a catapult, powered by compressed 
spring coils or rubber shock cord. Af- 
ter launching, tlie target is radio-con- 
trolled and is operated by elevator and 
rudder Controls only. Landing is made 
by parachute. Parachute is released 
either by the control operator or auto- 
matically as a result of damage from 
hits. The elevator and rudder servo con- 
trols remain in effect after the engine 
is stopped and the parachute released, 
providing the radio has not been dam- 
aged, so that “dead-stick” landings may 
be made in the event the parachute at- 
tachments are shot away. 


Installed in the target plane is a radio 
receiver selector, which translates the 
radio waves and actuates the servo unit 
by electrical energy. The servo unit 
provides the mechanical action to con- 
trol the elevators and rudder. Operation 
has been so simplified that anyone with- 
out previous experience can learn to 
fly the target plane in 6 hours. More 
complete details of construction and 
operation are given in Radio-Craft, Jan- 
uary. Radio Target Planes are a cover 
feature. 


Loran-Radio Navigator 


Loran (derived from Long Range 
Navigation) is sometimes referred to 
as the radio navigator. While previous 
radio navigational aids have depended 
upon direction finding, operated by de- 
termining the direction from which the 
radio waves reach a receiver aboard 
ship or airplane, Loran operates on a 
principle of measuring in micro-seconds 
the time necessary for radio pulses to 
reach a vessel from shore-based trans- 
mitter stations. Radio direction finding, 
already in use for more than a quarter 
of a century is not highly dependable, 
due to unpredictable vagaries of wave 
propagation. Loran avoids those vaga- 
ries; and if noise is low enough to 
permit the navigator to get a reading, 
it will usually be a dependable one. 


Loran differs from its kin, radar and 
radio direction finding, in that no trans- 
mission takes place from the ship or 
airplane, as in the case of radar; and 
it measures radio waves’ time of ar- 
rival rather than indicating the direc- 
tion of origin, as in the case of RDF. 
In contrast to bulky, expensive radar 
equipment, Loran sets are now made 
weighing as little as 35 pounds. Com- 
mercial users will probably be able to 
purchase the set for less than $500, 
according to technicians’ estimates. 


A comprehensive article covering the 
construction and operation of Loran can 


be found in Radio-Craft, January issue. 


(advertisement) 


DeForest and the PPI 


Lee .DeForest, “Father of Radio,” was 
also instrumental in developing some 
of the features of its newest branch, 
radar. The swinging radial scan of the 
Plan Position Indicator type of ‘scope 
is well known to all. What is not so 
well-known is that DeForest filed a 
patent in July, 1937, which disclosed 
and claimed this cathode-ray tube scan- 
ning system, 


The patent, U. S. No. 2,241,809, claims 
“A. cathode beam tube, means causing 
the beam to swing back and forth in 
one ‘plane through a common center 
point, and means for causing said plane 
to rotate continuously, through 360 
degrees about its mid-axis.” Drawings 
indicate that the type of sweep was 
the one later used in the PPI. 


Asked about the patent, Dr. DeForest 
said that he sold it to RCA shortly 
after it was issued. “At the time I 
filed,” he said, “and even when the 
patent was issued, I knew nothing of 
Radar—had never even heard of ‘the 
animal.’ It was not strange that I did 
not recognize the peculiar value of 
this invention in Radar mapping. What 
a pity the application did not stay in 
the . Patent Office about three years 
longer!” (Radio-Craft, January). 


Radio Careers for Ex-Gl's 


Radio and electronics offer one of the 
most promising fields for the returning 
GI. Many of those in the service have 
had invaluable training in radio and 
radar, but lack the necessary contacts 
in civilian life. Others would like to 
break into this field, but are undecided 
as to where they fit into this picture. 
The newcomer is at a loss as to what 
radio and electronics has to offer. All 
these factors taken together should spell 
out confusion—and it certainly does! 


The radio industry directly has over 
200 different types of jobs calling for 
different grades of skill, and indirectly, 
over 2000 different types of positions 
ranging from non-technical to those 
calling for the skill and knowledge of 
a scientist. Luck, perseverence, know- 
ledge, skill and willingness to work 
will make for a success in radio. The 
struggle to the top is summed up per- 
fectly by Brigadier General David Sar- 
noff, when he states: 


“Thousands of GI's on the way to camp 
through the Pennsylvania Station in 
New York have had the doors swing 
open automatically as they approached 
—that is electronics at work! But there 
are no automatic ‘swings’ on the doors 
of opportunity—to open them, one must 
push!” (Radio-Craft, January). 


Send for a Sample Copy of: 


Radio-Electronics In All Its Phases 
Net Paid Circulation 57,394, ABC 
25 West Broadway, New York 7, N. Y. 


Aid to Weather Forecasting 


Radio direction finders combined with 
radiosonde will become one of modern 
aviation’s greatest aids to safe, faster 
and more dependable air travel and to 
weather forecasting. 


Present radiosondes indicate air pres. 
sure and humidity, but are not over. 
reliable, as there is some uncertainty 
as to both barometric and altitude read 
ings, which must both be obtained from 
the single air-pressure instrument. Wind 
direction has been observed by follow: 
ing the balloon, as long as it remained 
in sight, with a theodolite, and check- 
ing angle against assumed altitude. 


The new direction finder. follows the 
little radiosonde balloon from the time 
of its ascension, providing accurate data 
on its position and altitude, Thus wind 
direction at different altitudes—extreme- 
ly important to both aviation and weath- 
er forecasting—is determined exactly 
for distances greater than were possible 
with the optical system, and with a 
greater degree of accuracy. The system 
also works in fog, haze or cloudy and 
stormy weather where optical methods 
are useless. 


Data from this equipment can assist 
the commercial meteorologist just as 
it aids the Army Air Forces to fore- 
cast weather conditions and thus aid 
pilots and navigators to choose the most 
favorable weather conditions for flight. 
It should also be noted that this data 
is also utilized by Army Ground Forces 
in determining ballistic corrections re- 
quired by the artillery in aiming large 
guns. (Radio-Craft, January). 


Speech Seen But Not Heard 


Visible Speech, an actual and faithful 
reproduction of speech itself, is now 
possible by electronic means. In a re- 
cent demonstrations, apparatus was used 
to transform the complex waves of 
speech into light and sound, throwing 
them on a screen, whence observers 
could see at a glance the character of 
the sound, whether it be speech, music 
or noise. A man deaf since birth watcli- 
ed the changing patterns of light and 
repeated aloud words which had been 
spoken by members of the audience. 


Women, specially trained to read the 
patterns took part in a telephone con 
versation of which no sound reaclied 
their ears. The audience listened to 
both sides of the conversation and had 
no doubt that the talkers interpreted 
correctly from the patterns on the screen 
what was being said to them. * 


Study of industrial machine noise h: 
already proved fruitful, using existing 
instruments to indicate the loudness 
various frequencies. The Visible Speec' 
technique will yield this information 

a glance, since the loudness is insta! 
taneously apparent at a large number 
of frequencies, Single concussions, suc! 
as knocks, can be seen, and sounds to 
short to be recorded by present instr: 
ments can be resolved into their con 
ponents. (Radio-Craft, January) 
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Crowell-Collier 
Hires Purdy for 
‘New Publication’ 


(Continued from Page 1) 
jaboration with OWI. It was dis- 
tributed through the company’s 
American News Company tie-up, 
and the Crowell-Collier sales force 
sold advertising space in the maga- 
zine. The OWI retained complete 
control of editorial policy and ex- 
ercised jurisdiction over the con- 
tent of its advertising. 

During the war, Victory was 
published in the languages of the 
various countries where it was 
circulated to further OWI’s infor- 
mation policies. It was excluded 
from Latin America, since those 
countries fell under the jurisdic- 
tion of Nelson Rockefeller’s Office 
of the Coordinator of Inter-Ameri- 
can Affairs. 


Led in Circulation 


Despite its many handicaps, Vic- 
tory achieved a circulation of more 
than 1,000,000 copies each issue, 
sold $350,000 worth of advertising 
under space limitations set by the 
government, and totted up an im- 
posing list of “mosts.” 

Advertising - wise, Victory lab- 
ored under several handicaps. It 
had to circulate in countries chosen 
for political rather than economic 
reasons. There was some business 


antagonism toward the govern- 


ment’s being in the publishing 
business. And it was limited at 
first to 10 pages, later to 20 of ad- 
vertising content. 

In addition, the book was printed 
on letter presses, and had to be re- 
set for each foreign language, 
which presented a great problem 
in time-consuming make-up and 
make-ready. 

Most of these handicaps are 
minimized under a set-up such as 
that of Crowell-Collier. And the 
field for an international magazine 
is still wide open. Reader’s Digest 
international editions are still the 
only principal export medium. 
Time, being printed in English, is 
directed more toward Americans 
abroad and English-speaking for- 
eigners. 


Purdy’s Rise Meteoric 


Mr. Purdy’s rise was almost as 
meteoric as that of Victory. After 
leaving the University of Wis- 
consin in 1934, he became a re- 
porter on a daily in Athol, Mass., 
then editor of a weekly in Osh- 
kosh, Wis., then to a post as writer 
on Radio Guide, to associate editor 
of Click, to managing editor of 
Radio Digest, to associate editor of 
Look. For the past eight years he 
has been concerned almost ex- 
clusively with picture magazines. 

Thomas H. Beck, president of 
the company, in announcing Mr. 
Purdy’s appointment told ApvEr- 
TISING AGE that “Mr. Purdy has 

ined the company to investigate 
the possibilities of another na- 
tional magazine which we don’t 
want to discuss at present.” 

Mr. Beck explained the com- 
bany’s reluctance to discuss the 

jected publication by citing the 
nstance of Parade, which Crowell- 

‘ollier owned in its preliminary 


PARDON US 


Some New Customers 
Are Waiting For You 
if your business is in something 
to eat or drink 

. or something to wear, or just 
about anything. Here's a market 
that really responds to the “invita- 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 
and regular patronage of this 7 bil- 
lion dollar market. Get the facts on 
some of the success stories built by 
advertising in this live field. Drop 
a letter or post card today to 


interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


stages as a possible adjunct to 
This Week and which was dropped 
when the rate structure seemed: to 
fall short of desired profitability. 
Rights to Parade were turned over 
to Marshall Field with the com- 
pany’s blessing. 


Has Much Experience 


Crowell-Collier had an interna- 
tional magazine called Victory’ in 
the dummy stages as a result of 
explorations begun in 1938. Mr. 
Purdy’s conception of the maga- 
zine of the same title was purely 


coincidental, but Crowell - Collier 
became publisher of Victory dur- 
ing its two years of operation, and 
has a valuable back-log of experi- 
ence in international publishing. 


Change Cylinders Quickly 


It is ideally equipped to publish 
a magazine in several languages. 
The company now has eight color- 
gravure presses. Two of these 
were installed in 1940 and can 
change cylinders in three minutes 
and print 60,000 twelve-page sig- 
natures in an hour, four colors on 


one side and three on the other. 

The troublesome time factors in- 
volved in earlier production of 
Victory thus could be minimized 
with this equipment and eight new 
presses on order for Crowell-Col- 
lier’s new plant being constructed 
in Springfield, Ohio. It takes from 
four to five hours to make-ready 
on these presses, whereas Life, for 
example, can take more than 50 
hours make-ready on four-color 
work. 

The high speed factor is ob- 
tained through use of highly vola- 


3 
tile inks which evaporate almost 
instantaneously in an ink fountain 
made under patents of the Speed 
Dry Division of Publication Cor- 
poration, a Crowell-Collier affil- 
iate. 


S S Flexible Paste Cold Padding 
Compound for Tabbing and Bookbinding 
$2.00 per quart, $6.00 per gallon 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave. Cen. 3373 Chicago 1 


In June-July 1945 C.E.D. asked Toledo Employers: 


1. What their employment was in 1940. 
2. What their employment was then —June-July 1945. 


3. What they expected their employment to be 1 year after Japs sur- 
rendered —V-J-+-1 year. 


Here is what Toledo Employers reported: 


TOTAL EMPLOYMENT: June-July ‘45—24.2% higher than 1940. Estimate 
Sept. ‘46—22.8% higher than ‘40. 


MANUFACTURING: June-July ‘45— 80.3% higher than 1940. Estimate 
Sept. ‘46—43.2% higher than ‘40. 


DISTRIBUTION: June-July ‘45—6.4% higher than 1940. Estimate Sept. ‘46 
—16.2% higher than ‘40. 


SERVICES: June-July ‘45— 6.4% lower than 1940. Estimate Sept. ‘46— 
6% higher than ‘40. 


CONSTRUCTION: June-July ‘45—26.8% higher than 1940. Estimate Sept. 
‘46—39.9% higher than ‘40. 


GOVERNMENT: June-July ‘45—12.6% higher than 1940. Estimate Sept. 
‘46—13% higher than ‘40. 


ALL OTHER EMPLOYMENT: June-July ‘45—50% lower than 1940. Esti- 
mate Sept. ‘46—same as ‘40. 


These facts were obtained by The Toledo Chamber of Commerce 
for the Lucas County Committee for Economic Development. 


WRITE FOR A COPY OF THIS COMPLETE REPORT 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
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‘Master Pattern’ 
of U. $. Will Aid 
Bureau Program 


Newspaper Circulation 
to Be Recorded with 
County Sales Data 


New York, Jan. 24.—A ‘master 
pattern” for the United States, 
providing for the first time daily 
newspaper circulation plotted in 
relation to such basic county by 
county data as retail sales, tele- 
phone homes, motor car registra- 
tions and income tax returns, will 
be completed in the next couple 
of months by the Bureau of Ad- 
vertising, ANPA, according to 
Alfred B. Stanford, sales director. 
Magazine and radio circulation 
data will be included. 


Mr. Stanford announced this re- 
search project in his first press 
conference with business papers 
and newspapers since he became 
head of the bureau’s sales division 
last month. 

The master pattern, he pointed 
out, will be the basis for studies 
to help individual advertisers fill 
gaps in their distribution and 
strengthen sales in below-normal 
or large-opportunity areas. 


No ‘National Sales’ 


“There is no such thing as a na- 
tional sale,” he emphasized. 
“Every sale—the net objective of 
every national advertising cam- 
paign—is a highly localized trans- 
action. It is a single purchase by 
one consumer from one dealer, 
multiplied. 

“The tremendous advantage 
newspapers have over other media 
is that they offer these completed 
product sales at an economical cost 
to manufacturers. 

“No profitable business exists 
for long which cannot route its ad- 
vertising salesmen deeply into its 


true areas of sales opportunity. 
Newspapers automatically furnish 
this routing. The manufacturer 
can select his routing of adver- 
tising salesmen to fit his business 
in a way which no other medium 
can offer.” 


Seeks Research Talent 


The bureau, Mr. Stanford point- 
ed out, hopes “to enlist the aid of 
enough research talent of recog- 
nized standing in the advertising 
business and create enough con- 
fidence and interest in what we 
are doing that we can make these 
studies at all levels of agency and 
manufacturer management... 

“We are dividing our New York 
staff into two major business anal- 
ysis teams and one service team. 
I shall head up one of the analysis 
teams. To lead the other we have 
engaged as associate sales direc- 
tor a man of broad experience in 
the advertising business,” whose 
name will be announced soon. The 
service manager will be Allen 
B. Sikes, present eastern sales 
manager of the bureau. 


water 


least that’s 


on the assumption 


HE FARM women of Kansas 


are coming into their own! 


refrigerators, washing machines, 
systems and heating units 


as soon as they are available. At 


College investigators found in the 


big survey just published. 


Even before electricity has 
reached their doors many farm 
families already have bought 


electric home appliances merely 


soon will be available. 


KANSAS 


CAPPER PUBLICATIONS, INC. 


Business Office TOPEKA, KANSAS 


going to aggregate millions? 
They are going to get new electric 


ter living, this publication auto- 
what Kansas State : ; 
matically gives 


that “juice” 


What are you going to do to get 
your share of this business that’s 


You will advertise 
Farmer of course! Long a cham- 
pion of better farming and bet- 


the same prestige it enjoys in 
more than 100,000 farm homes. 


FARMER 


in Kansas 


its advertisers 


This valuable FREE 
booklet will be 


sent to you 
immediately. 


“Our campaign,” Mr. Stanford 
said, “comes at a time when news- 
papers are stronger than they have 
ever been in the community life 
of the nation. More than 37,000,- 
000 U. S. families buy some 45,- 
000,000 newspapers every day—an 
all-time high for newspaper circu- 
lations.” 

More than 1,000 U. S. and Cana- 
dian daily newspapers have joined 
the Bureau of Advertising in its 
expansion program. 


THOMAS F. HUGHES 

New York, Jan. 22.—Funeral 
services were held last week for 
Thomas F. Hughes, research di- 
rector of William H. Weintraub & 
Co., and a former officer of the 
American Marketing Association, 
who died suddenly Jan. 12. Before 
joining Weintraub in March, 1943, 
Mr. Hughes headed the market 
research department of Brown & 
Tarcher, which later became J. D. 
Tarcher & Co. 


WALTER W. MANN 

Newtown, Conn., Jan. 22.—Wal- 
ter W. Mann, market research 
counselor, a former research di- 
rector ef the Association of Na- 
tional Advertisers, and one of the 
founders and directors of Con- 
trolled Circulation Audit, Inc., died 
here suddenly Jan. 9. Mr. Mann 


ce a 7 
iy gio? 


Advertising Age, January 28, 1946 


was advertising manager of Hosp 
& Garden from 1919 until 1924 
At the time of his death he main. 
tained his own market research 
organization in Newtown, 


WILLIAM S. DONNELLY 

New York, Jan. 22.—William §S. 
Donnelly, 60, vice-president of 
Adoma Publishing Company, pub- 
lisher of Modern Stationer and 
Modern Retailing, died Jan. 11 at 
his home in Richmond Hill, N. y. 


HOWARD M. LANDGRAF 

Milwaukee, Jan. 22.—Howard 
M. Landgraf, 49, treasurer of 
Klau-Van Pietersom-Dunlap As- 
sociates since 1941, and associated 
with the advertising agency since 
1935, died here Jan. 15. After sery- 
ing in World War I, he became 
advertising manager of Chain Belt 
Company in 1922, and _ severa! 
years later became vice-president 
of the Freeze - Vogel - Crawford 
agency. 


Van Munching Appoints 
Van Munching & Co., sole U. §. 
importer and distributce of Heine- 
ken’s Holland beer, has named 
Walter M. Swertfager Company, 
New York, to handle advertising 
and public relations. First ship- 
ments, in both bottle and kegs, are 
expected by early spring. 


Building 
SUPPLY NEWS 


AMONG LUMBER AND BUILDING MATERIAL DEALERS 


* IN CIRCULATION = 
* IN ADVERTISING VOLUME | 
_* IN EDITORIAL INFLUENCE — 


E. VAN BUREN. 
CHICAGO 5 


. . » Wrife or Phone for 
one of our Representatives 

—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


HIS ON YOUR PHONE 


- - You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economica! 
handling of 
your production 
requirements. 


Ad-Setters - Engravers - Printers 


400 N. Rush St., Chicago 11 * Whi. 2300 


DAY AND NIGHT SERVICE 


PRINTING 
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Chrysler Gets Set 
for Greater Sales 
in Export Field 


(Continued from Page 1) 
on the company’s new $800,000 
sales and parts branch at Des 
Moines, Ia., and other branches 
are being built in Denver, Hous- 
ton and Seattle. The expanded 
program calls for construction of 
two new Ford assembly plants in 
St. Louis and Atlanta, and two 
Lincoln-Mercury plants in Metu- 
chen, N. J., and Long Beach, Cal. 

In other hopeful developments 
along the motor front, as the GM- 
CIO strike dragged through an- 
other week, Packard Motor Car 
Company officials held a three- 
day conference with regional and 
zone managers. Lyman W. Slack, 
vice-president and general sales 
manager, said that Packard now 
has “the strongest sales force in 
its history.” 

Contracts have been signed with 
outlets for 90% of the company’s 
expanded car production goal, Mr. 
Slack said. New dealer contracts 
signed since 1944 exceed 700, he 
added. Outlining the final phase 
of the dealer program, the Pack- 
ard executive declared: 

“The increase in size of the 
Packard field organization, as 
compared with prewar dealer out- 
lets, plus greater efficiency, now 
give us the strongest sales force 
in the company’s history. The new 
strength of the dealer group was 
attained not only by growth but 
by careful selection of new deal- 
ers and necessary replacement of 
weak ones.” 


Kaiser, Frazer Shown 


First views of the “1947” Kaiser 
and Frazer autos were accorded 
New. York throngs Sunday and the 
Waldorf-Astoria showings contin- 
ued through today. Regional 
Motor Sales Corporation, it was 
announced, will sell the first post- 
war cars of Kaiser-Frazer Cor- 
poration and Graham-Paige Motors 
Corporation in New York, with its 
headquarters in the prewar Ford 
showroom on Broadway. The new 
firm was recently formed to 
handle distribution of Frazer 
autos and Graham-Paige farm 
equipment in 14 New York coun- 
ties. Gerry Lyons, formerly with 
both Packard and Chrysler, has 
been named general manager. 

Newspaper ads in Chicago an- 
nounced, meanwhile, that K-F 
Motors, Inc., has been appointed 
to sell the Kaiser and Frazer cars 
in Chicago and several nearby 
Illinois and Indiana counties. Deal- 
ers were listed, with word that 
first showings will soOn be an- 
nounced. 


Plans $500 Crosley 

In Cincinnati, Powel Crosley Jr. 
announced that production will 
start soon, at Marion, Ind., on the 
new “midget” 1,000-pound Cros- 
ley. The company hopes to pro- 
duce 30,000 of the lightweight cars 
this year, with an ultimate goal 
of 150,000 annually. The Crosley 
will be priced between $600 and 
3700, although officials hope even- 
ually to bring this figure closer 


ISTRY i 


yeast 


to $500. It will be sold through 
franchised dealers in about 150 
cities, with department stores in 
major cities acting as “associate 
dealers.” 

In Chicago, a group reportedly 
headed by Preston Tucker, Ypsi- 
lanti, Mich., race car designer, is 
said to be negotiating for purchase 
of the huge Dodge plant, where 
it would produce a new rear- 
engine passenger car. RFC spokes- 
men admitted that negotiations 
were under way for sale of the 
world’s largest factory, with sev- 


of 


eral interested groups. West Coast 
airplane manufacturers are said 
to be ready to finance the pro- 
posed operation. 


Two Join Mutual 


KDFN, Casper, Wyo., and 
KWYO, Sheridan, Wyo., on Feb. 
15 will join Mutual Broadcasting 
System, bringing the network’s 
total to 287 affiliates. Owned by 
Donald L. Hathaway, KDFN op- 
erates on 1,000 watts, 1470 kc. 
KWYO, operating on 250 watts, 
1400 ke., is owned by Big Horn 


Broadcasting Company. MBS also 
reports that KSJB, its outlet in 
Jamestown, N. D., on Feb. 10 will 
increase power from 250 to 5,000 
watts on 600 ke. 


Appoints Lancaster 


H. Dreyfuss & Co., New York 
manufacturer of Fills-Easy tobacco 
pouches and Easy-File miniatures, 
has appointed Lancaster Advertis- 
ing, New York, to handle adver- 
tising. Business papers and na- 
tional consumer publications will 
be used, supplemented by displays 
and direct mail. 
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“Cover Catholic 
Schools, Churches, 
and Institutions 
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is the world’s greatest motion pic- 
ture producing center. 
many do not realize that behind the 
glamor and stars portrayed on the 


However, WEARS 


screen are more than 31,000 wage earners in 


a great variety of crafts, and whose earnings 


exceed $200,000,000 annually. 


Yet, this is 


but one of Los Angeles’ nine nationally high 


ranking industries. 


With over 7000 highly diversified factories 
the Los Angeles industrial position grows 


markedly stronger day by day. 


In October 


alone, more than $26,600,000 was invested 


in new plants and expansion. 


os ANGELES INDUS rp, 


Interior Set, 


For the past 


CROWNS this market, 


"Centennial Summer"', 


20th Century-Fox Production 


Loo he 31,000 MOTION PICTURE WORKERS 


Everyone knows that Los Angeles 


half century words 


have been inadequate to describe 


because statistics are 


outgrown even before they are tab- 
ulated. The continuous crescendo 


of population, income and retail sales means 


that advertising and sales plans must curve 


constantly upward to keep pace. 


In this third richest and largest market of 


the nation there is but 


ning metropolitan paper . 


Herald - Express, 


upon thousands more 


one exclusively eve- 


the Evening 


which reaches thousands 


families in the city 


and retail zones than any other daily ... a 


fact well worth remembering. 
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Four Agencies 
Prepare Ad Copy 
Against Cancer 


New York, Jan. 24.—For the 
first time, the American Cancer 
Society’s cancer - control cam- 
paign will be backed this year by 
newspaper, radio and magazine 
advertising prepared by four New 


York agencies, plus the full re- 
sources of the Advertising Council. 

Thirteen of 26 projected full- 
page newspaper ads promoting the 
campaign were approved at the 
Newspaper Advertising Executives 
Association meeting in Chicago 
last week. The society will send 
mats of these ads for local spon- 
sorships to every newspaper re- 
questing them. 

Eight double-faced transcriptions 


Geet CHICAGO for 
400,000 Negro population 


NEW YORK OFFICE: |0! Park Ave. 


For Best Results Advertise in — 


“‘CONCENTRATED”’ 
NEGRO MARKETS 


great Negro market. Chicago, with its more than 


CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 
Write for information: 
GEORGE T. HOPEWELL, Exclusive Representatives 
CHICAGO OFFICE: 75 E. Wacker Drive 


your test of America's 


is covered by the CHI- 


have been sent to every radio sta- 
tion in the country, featuring such 
radio stars as Fibber McGee, Fred 
Waring, Tommy Dorsey and Guy 
Lombardo. Spot announcements 
by Helen Hayes, Ilka Chase, Card- 
inal-designate Francis J. Spell- 
man and many others are also be- 
ing distributed. 


Drive Set for April 


Magazine ads are being sent to 
all leading advertising agencies 
for distribution to national adver- 
tisers, requesting their sponsor- 
ship. 

By act of Congress April is des- 
ignated cancer control month, and 
the Advertising Council will make 
the society drive its project of the 
month. 

The ads are being prepared 
through the cooperation of Foote, 
Cone & Belding, Compton Adver- 
tising, the Biow Company and 
Buchanan & Co. 

Emerson Foote, president of 
Foote, Cone & Belding, is the so- 
ciety’s public relations chairman 


and a member of the board of di- 


rectors. He is largely responsible 
for the extensive support now be- 
ing given to the campaign by 
advertising. Foote, Cone & Belding 
and Compton Advertising also ad- 
vised the society in 1945 when, 
through the use of publicity only, 
more than $4,000,000 was raised. 
Previous to that $800,000 had been 
the maximum amount raised dur- 
ing the April drive. The goal for 
1946 is $12,000,000. 


Mail Order Houses 
Offer Hard-to-Get 


Items in Catalogs 


Chicago, Jan. 24. — Radios, still 
fairly hard to come by in retail 
stores around the country, are 
offered generously in the new 
spring-summer catalogs of the 
large mail order companies — the 
Sears, Roebuck & Co. book even 
going so far as to say, “We believe 
we have enough of these radios to 
fill all orders, . .” 


Chis 


18 Chicago 


Pulsing hub of American industry 
---@ total of more than 10,000 in- 
dustrial plants with a product value 
of $10,400,000,000 in 1943... with 
twenty-two trunk line railroads... 
terminal facilities for eight of the 
nation’s leading airlines...the 


world’s largest stockyards. 


permanent audience. 
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Sell this great, vital market through 
the Herald-American, Chicago’s 
largest evening circulation. There 
is no better way to get into the 
homes of this steady-incomed, 
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The Spiegel 660- page catalog, 
largest ever published by the com- 
pany, offers its own large Air- 
castle line of radios as well as sev- 
eral RCA Victor sets, and in the 
1,380-page Sears book (Philadel- 
phia edition) are offered a variety 
of the house’s Silvertone radios 
ranging in price from $8.88 to 
$99.50. Montgomery Ward & Co. 
and Aldens Chicago Mail Order 
Company will also offer new radios 
in their books, to be issued here 
next week. 


White Shirts Back 


Neither Spiegel’s nor Sears’ cat- 
alogs yet offer sheets, nylons, elec- 
tric refrigerators and some other 
hard-to-get items, but both feature 
others long missing from the cata- 
logs. ‘These include men’s white 
shirts, home freezers, vacuum 
cleaners, electric fans, innerspring 
mattresses, aluminum pressure 
cookers, steel kitchen cabinets, 
portable typewriters, etc. 

The Spiegel list, which is heavy 
on nationally advertised lines, also 
includes the General Electric auto- 
matic blanket, its Homestead and 
Washmaster washing machines 
and, for $129.95, the Savage 
washer-dryer, and the Silex steam 
iron. Both Sears and Spiegel list 
the Schick electric razor, also to 
be offered in the Ward book. 

Sears’ catalog is the largest it 
has published in 25 years. 


Swinehart Elected 
Byoir President 


New York, Jan. 24.—Gerry 
Swinehart, executive vice-presi- 
dent since 1943 of Carl Byoir & 
Associates, to- 
day was elected 
president of the 
public rela- 
tions organiza- 
tion, succeeding 
Carl Byoir, who 
becomes chair- 
man of the 
board. 

Mr. Swine- 
hart has been 
with the com- 
pany since it 
was founded in 1930. He formerly 
had been advertising manager and 
publicity director for Palm Beach 
and West Palm Beach, Fla. He 
has been in charge of operations 
and personnel, 

George Hammond, a vice-presi- 
dent since 1943, was elected to 
succeed Mr. Swinehart as execu- 
tive vice-president. New  vice- 
presidents are William Wight, 
Charles E. McVarish, Ted A. Ram- 
say, John Stahr and Reavis O’Neal 
Jr. George R. Dye is vice-presi- 
dent in charge of the Chicago 
office, and Mr. Wight heads the 
Washington office. 

A Pacific Coast office has been 
opened in Los Angeles, Mr. Swine- 
hart announced, headed by Mr. 
MeVarish, who is returning to the 
Byoir organization after serving 
as a Marine Corps captain. 


G. Swinehart 


Birch Retires 


Arthur K. Birch has retired 
after 46 years with Allis-Chalmers 
Mfg. Company, Milwaukee. He 
has served in various capacities in 


the company’s advertising and 
public relations department, and 
was advertising manager from 


1920 to 1937. 


Photostat divisions 
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Shorfages-Nof 
Strikes-Causing 
Sales, Ad Drop 


(Continued from Page 1) 


strike, and other strikes, were 
causing a drop in linage and re- 
tail sales, newspaper men at- 
tributed the drop to a shortage of 
merchandise. 

While not admitting such was 
the cause, an executive of one 
large, “quality goods’ department 
store in Chicago said, “The strikes 
have had a sobering effect on the 
public.” A local advertising man- 
ager for a Chicago evening news- 
paper attributed the sales drop to 
an awareness by the public of 
imminent availability of postwar 
merchandise. This same adman 
said he had observed that sales 
have slowed down in the luxury 
items, and declared the public had 
a feeling stores were holding back 
what postwar goods they had 
until they got rid of wartime 
goods. 

Another Chicago newspaper ad- 
man said the public, having seen 
some clothes offered with silk and 
“good” rayon lining, will not pur- 
chase now until there is more of 
it in stock. He believes the same 
wait-for-the-McCoy attitude pre- 
vails for other lines, too. 


Some Ads Canceled 


In general, Chicago department 
store heads say there has been 
little or no effect on sales by the 
strike, while the newspaper men 
attribute a definite slackening of 
buying interest and advertising to 
the continued shortage. 

In St. Louis a 17-day-old truck- 
ers’ strike is causing a drop in 
sales, with no delivery of mer- 
chandise to retail stores. Some 
drug stores and food stores have 
already canceled their advertising 
because of this strike, it was re- 
ported. Retail stores suffered in 
sales during the past 10 days. De- 
partment stores have reduced 
linage this week. The local truck- 
ers’ strike is having more effect 
on retail sales and linage than the 
steel and other strikes, 

Boston reports that the strikes 
have had no effect on retail trade 
or advertising “as yet.” Retail 
sales, it is reported, are running 
about 10% above January a year 
ago “owing to easing of the news- 
print situation in Boston.” 

Atlanta, Ga., and Los Angeles, 
likewise, report that retail ad- 
vertising and store sales have not 
yet shown any effect of the strike. 


New ‘Time’ Division 

Time, Inc., New York, has 
formed Time-Life International, a 
new division to coordinate inter- 
national editions of the two maga- 
zines. The division will consoli- 
late the 17 different international 
editions of Time into four main 
editions—Latin American, Cana- 
ian, Atlantic overseas and Pacific 
overseas, all to be printed in 
English. Total net paid circula- 
tion of the four by next fall is 
expected to be 250,000 weekly. 
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NAB Group Seeks 


Petrillo Peace 


Washington, Jan. 23. — The 
House interstate and foreign com- 
merce committee today reported a 
bill aimed directly at the coercive 
tactics James C. Petrillo, presi- 
dent of the American Federation 
of Musicians, has used against the 
nation’s broadcasters. 

Justin Miller, president of the 
National Association of Broadcast- 


ers, told an industry-wide com- 
mittee here that his meeting with 
the AFM board in Chicago last 
weekend provided an encouraging 
basis for future negotiations, 
which could lead to a peaceful ad- 
justment of the differences that ex- 
ist between the union and the 
radio industry. (Earlier news of 
the Chicago parley appears on 
Page 43.) 


Bill Slightly Changed 


At his suggestion, the broad- 
casters agreed to appoint a small 


negotiating committee to meet 
with an AFM negotiating commit- 
tee. Judge Miller is to name the 
sub-group in a few days. 

The interstate commerce group 
reported the Lea anti-Petrillo bill 
in almost original form after a 
week’s delay while members de- 
bated the legality of certain pro- 
visions. As it stands, the bill pro- 
vides $1,000 fine and imprison- 
ment for coercing broadcasters to 
employ more musicians than they 
need, or to agree to other made- 
work demands. 
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Poll Joins Agency 

George A. Poll has joined Ad- 
vertisers’ Service Company, Paw- 
tucket, R. I., agency, and is han- 
dling newspaper accounts. 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division 
Artkraft* Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 
The World’s Largest Manufacturer 
of Signs 
"Trademarks Reg. U.S. Pat OF 


O: the many hundreds of magazines 


published in this country, only fifteen have 


a newsstand sale of a million copies or more. 


SECRETS joined this select company when 


its newsstand sale reached 1,040,783 copies with the September 1945 issue. 


The women who read SECRETS are not just any million. They are a very special million, 


consisting of the largest concentration of young married women readers between 18 and 35 


ever gathered together by any publication. 


That fact is of prime importance to advertisers generally because the women in this age 


span are the biggest buyers of beauty preparations, baby and food products, house furnish- 


ings, and other items for personal and home use. They are peak purchasers because 18 to 35 


is the Age of Self-Improvement when ambitious young wives and mothers acquire and replenish 


the needs of themselves and their growing families. 


To learn more about these Very Special Million consumers, ask for a copy of the SECRETS 


reader survey. 


Soctoée 


“‘THE MAGAZINE OF DRAMATIC SELF-IMPROVEMENT”’ 


67 West 44th Street 
New York 18, New York 


100 N. LaSalle Street 
Chicago 2, Illinois 


403 West 8th Street 
Los Angeles 14, Calif. 
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Disturbed by duplication? 
Disturbed by duplication? 


Don’t let the clamor of conflicting claims get you down! Avoid waste—and worry 
— by avoiding duplication. Buy space in Boston’s only ALL-DAY newspaper — 
the Boston Globe. 
All comics, editorials, cartoons, features appear in both the A.M. and P.M. Globe. 
Result: Top morning coverage 
Top evening coverage 


Minimum of duplication! 
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m Advertising Age, January 268, 194 


DISCUSS GM APPLIANCES—Putting a point across at the recent Minneapolis 

conference of General Mills’ home appliance department district managers is 

Samuel C. Gale, GM vice-president in charge of advertising. Listeners are 

Fred Blumers, executive vice-president and general manager of the mechanical 

division, maker of the new home appliances, and John A. Sullivan, home appli- 
ance department sales manager. 


PREMIUM—Listeners to three Kolynos 

daytime radio programs are offered this 

charm bracelet for a two-week period 

for one Kolynos toothpaste box top or 

inner lining of a tin of tooth powder 
and 25 cents. 


PLANNERS—In conference over plans to cooperate in the Brand Names Re- 
search Foundation's program of educational services to schools, women's organ- 
izations, forums and the like, are members of the women's committee of the 
Association of National Advertisers. Left to right are: Mrs. Mary Ann Harwood, 
liaison secretary for BNRF; Ruth Leigh, director of education, Cannon Mills, 
chairman of the ANA women's committee executive group cooperating with 
BNRF, and Marion P. Morris, director.of the educational department of Bristol- 
Meyers Co., a committee member. 
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PHOTOGRAPHIC REVIEW 


MOVERS' HELPER—Elon G. Borton, center, president of the Advertising Fed- 

eration of America and chairman of Veterans Guidance in Advertising, helped 

Ruth C. Perry, executive director, pack up as the organization prepared to move 

from the Chanin building to permanent quarters in Midston House, 22 E. 38th 
St., New York. 


TIDEWATER ASSOCIATED O14 COMPANY 


ON PACIFIC COAST—This colorful 24-sheet poster for Tide Water Associated 
Oil Co.'s new Arotane gasoline is being displayed on more than 1,200 boards 
throughout the Pacific Coast area. Buchanan & Co. is the agency. 


for motching fips and fingechps 


PUBLISHERS FETE AD MEN—Reading clockwise around the table, at the Cop- CHIC SYMBOLS—In this full-color spread, one of several appearing currently in national magazines, Revion subordinates 
ley Plaza luncheon at which Boston newspaper publishers recently entertained its promotion of Fatal Apple nail pclish in a small corner illustration, and devotes the major picture and the copy to “sym- 
bols of great American chic . . . nylon and Revlon." 


several hundred executives and ad men of Boston retail stores, are: Center, fore- 
ground, C. W. Rogers, Post; H. James Gediman, director of the American Asso- 
ciation of Newspaper Representatives; Davis Taylor, assistant publisher., Globe; 
Herbert Maloney, Paul Clock & Associates; Robert B. Choate, publisher, Herald- 
Traveler; Walter F. Carley, publisher, Post; Harold G. Kern, publisher Record- 
American; Gerald McDonald, Williams, Lawrence & Cresmer; Ernest Hoftyzer, 
Record-American, and Frank Heanue, Globe. 


AT PACIFIC COAST BROADCASTERS' MEETING—The NAB board members were quests at a recent dinner at the Beverly 


Hills Hotel given by the Southern California Broadcasters’ Association when the NAB directors met in California for 


BACKSTAGE—Savington Crampton and Pearson Mapes, account executives, the first time in several years. Shown here, left to right: John E. Fetzer, president and general manager of WKZO, Kala- 
Hutchins Advertising Co.; Gene Rouse, ABC central division program director, mazoo; Eric Johnston, president, Motion Pieture Association of America; Frank White, CBS vice-president and treasurer; 
ind John Gilligan, advertising manager of Philco Corp., gather backstage in Justin Miller, NAB president; Harry W. Witt, assistant general manager, CBS Pacific Coast division; Hugh Terry, general 
Chicago's Civic Opera House for the sole Chicago appearance of Philco’s manager, KLZ, Denver; Elmo C. Wilson, CBS director of research; George D. Coleman, general manager, WGBI, Scran- 


"Radio Hall of Fame" broadcast. ton, and Byron Price, vice-president, Motion Picture Association of America. 
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A moot question, of course. Yet it must be the steady increase 
of feminine interest in The Sun’s food pages that accounts for 
the equally steady increase in The Sun’s share of grocery linage 
... retail and national. 

For instance: The Sun’s exclusive Friday feature, the Food 
Directory, now has 233 accounts . . . as well as chains, co-ops 
and other independent food retailers—making The Sun the 
fastest growing retail food medium in Chicago. 

Another reason for the growing interest in The Sun’s food 
pages is the excellence of the editorial content. Jam-packed with 
facts about food, plus the answers to most of the problems 
associated with keeping a family well-fed and content, The 
Sun’s food pages gain an exceptionally high readership—85% 
of all women readers*—which pays off aplenty in sa/es for food 
and household-product advertisers who seek a responsive audi- 
ence of women scanning the advertisements every day with 
minds and pocketbooks open for business. 

Could be The Sun prints the best food pages in America, 


and gets a “‘best-read” rating for them, too . . . for The Sun is 


; , ; , 
» Research Service, conductors of the 


» Research Foundation. 


THE BRANHAM COMPANY + CHICAGO: 360 North Michigan Ave.» NEW YORK: 


230 Park Ave. + 


doing a good over-all job as a newspaper for the women of 
Chicago, and an equally good job as a medium for its adver- 
tisers. Women who prefer a good newspaper like good 
food too. Atd the hundreds of thousands of Chicago Sun 
families make food advertising in The Sun register at the 
grocery counters in terms of new demand and upped receipts 


in the cash register . . . at low cost. 


¢ Dallas « Detroit + Kansas City + Le 


Ingeles + Memphis « St. Louis « 


400 West Madison Street, Chicago 6, Illinois THE CHICAGO SUN 250 Park Avenue, New York 17, N.Y. 
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